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Rough Proofs 


The modest rate of $185 a week 
proposed for radio artists merely 
demonstrates that members of this 

great group of talented performers 
a been thoroughly sold on the 
idea that advertising pays. 


7 7 


Agencies trying to persuade actors 
to lower the ante for radio work 
have somehow failed to mention the 
important point that no matter how 
terrible the act, no performer has 
ever been hit by an overripe tomato. 


=.= 


No wonder Tokyo officially re- 
nounced Santa Claus this year. The 
only Christmas greetings Japan 
was interested in delivering were 
dropped from bombing planes. 


. | 


Fatter advertising budgets are | 


confidently predicted by the Asso- 
ciation of National Advertisers, 
whose statement was a welcome 
addition to the Christmas stockings 
of all good little advertising sales- 


men. 
vv 


Next to balancing the national 
budget, the greatest fiscal feat yet 
to be performed will be achieved 
when the advertising statisticians 
change all those 1938 minus signs 
into 1939 pluses. 


Pre ¢ 


More than one important adver- 
tising account was resigned in 1938 
by an advertising agency. Is it 
possible that advertising men are 
beginning to put their principles 
ahead of their principals? 


, ww © 


Your dyed-in-the-wool advertis- 
ing man never gets quite through 
talking about advertising. That’s 
why he so often marries an adver- 
tising woman—he needs a good lis- 
tener. 

a - | 


If you feel that you may have 
difficulty keeping those bright and 
shining new year’s resolutions in 
place, you may be interested in Re- 
public Steel’s handsome new nail 
catalog. 

vvy 


An author claiming to have orig- 
uated a radio crime series is suing 
an advertiser. He hopes to win his 
case by proving that swiping his 
idea wasn’t the perfect crime. 


7 Vv v 


Writing geniuses from Homer to 
Kipling, not omitting Shakespeare, 
admitted that they polished up a lot 
of old stuff, but an advertiser has 
to claim original literary products 


of purest ray serene in order to 
stay solvent. 

- — 
Liquor advertisers are going in 


for statuettes in a big way, but if 
they happen to give the customers 
ahy ideas about plastering opera- 
tions, it’s all a mistake. 


7 (3 


Experts on layout explain in a 
htw book why it is so much more 
Mportant than copy. Yeah, just 


ike a streamlined body is more 
Mportant in an automobile than 
he motor. 


a 


Watch the state legislatures, ad- 

‘ertisers are urged. With practic- 

ally all of them meeting in 1939, 

‘etter wait until after dark to try 

The night has a thousand eyes. 
Copy Cus. 


TOP SELLER 


More men smoke — 


PHILLIES 


than any other 
i cigar in America... 
_ Why don't you find 
out why? 


HERE'S ~ 
one REASON! 


FORMIRLY AMC RICSS DARGEDT REL LINK ithe 


PRAN( . 
IN ODALITY ST AD SHARE FOR Se 


Bayuk Cigars, Inc., Philadelphia, has 
heard only indirectly of the recession. 
Aagressive newspaper copy such as the 
above on Phillies, Prince Hamlet and 
Havana Ribbon cigars has helped push 
the company's profits to new peaks i in a 
year when total United States cigar pro- 
duction was 8 per cent below normal. 
Ivey & Ellington, Inc., isthe Bayuk 
agency. a 


Bayuk Sales Curve 
Rises Despite 


Decline for Industry 


Price Shift Followed by 
Aggressive Drive in 3 
Media 


Philadelphia, Dec. 29.—A _ ten- 
cent cigar for five cents, with an 
advertised challenge to the smoker 
to detect any difference between the 
old and new product, has spelled 
a banner year for Bayuk Cigars, 
Inc. With Phillies, the reformed 
ten-center leading the way, the 
company reports profit for the first 
eight months of 1938 as 25 per cent 
above the previous most prosperous 
period in its history. This is in 
contrast to an industry decline of 8 
per cent, as recorded by government 
statistics. 

A. Joseph Newman, president of 
Bayuk Cigars, Inc., attributes the 
company’s success to a drastic pol- 
icy geared to a public income some- 
what below normal, and to ham- 
mering away at the talking points 

(Continued on Page 24) 
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Ad-libbing 12 


Basic Business Index 
Coming Conventions 
Earnings of Advertisers 
Editorials 

Getting Personal 
Information for Advertisers 
Obituaries 


Photographic Review of the 
Week 


Rough Proofs ! 
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Price Trends 
Scrutinized by 
Marketing Experts 


Business and Govern- 
ment Represented at 
Three-Day Meeting 


Detroit, Dec. 30.—The analytical 
eyes of research experts from the 
business, academic and govern- 
mental fields this week ran the 
gamut of commercial research, con- 
sumer purchase studies and indus- 
trial price trends at a three-day 
convention of the American Mar- 
keting Association which came to a 
close here today. 

Among those who addressed the 
conclave were Corwin D. Edwards, 
of the Federal Trade Commission; 
Elma S. Moulton, Bureau of For- 
eign and Domestic Commerce, and 
Donald M. Hobart, manager of the 
division of commercial research of 
the Curtis Publishing Company. 


Takes Firm Stand 

Mr. Edwards offered a critique 
on “Low Prices and Big Business,” 
taking issue with many current be- 
liefs on the corporate principles in- 
volved in making more and better 
goods available to a greater num- 
ber of consumers. 

His. argumert: centered chiefly 
upon“a@ recent releaseuf Th? Brock 
ings Institution, “Industrial Price 
Policies and Economic Progress.” 
This, he said, “may be regarded as 
propaganda for low prices addressed 
to managers of large enterprises, 
or as a work addressed to the com- 
munity at large.” 


Policies of “Big Business” 


The arguments presented by the 
authors, according to Mr. Edwards, 
go further than an exposition of 
the conditions under which it pays 
a quasi-monopolistic enterprise to 
cut prices. “It asserts,” he re- 
marked, “that there is a strong ten- 
dency for big business to reduce 
prices, that small business concerns 
often cannot achieve comparable 
results, that atomistic competition 
has been set aside for technical rea- 
sons and can no longer be relied 
upon as a regulating force in in- 
dustry.” 

A reduction in prices is not in- 
variably an indication of a low 
price policy, Mr. Edwards declared, 


“Why Not Vitamin E?. | 
AMA Asks of Lydia 


Chicago, Dec. 29.—The Jour- | 
nal of the American Medical 
Association, which has in times 
past commented acidulously up- 
on advertisers’ use of vitamin 
claims, this week offered a 
friendly tip for a new copy 
theme—and a vitamin one at 
that—to Lydia E. Pinkham. 
Noting that the preparation was 
now advertised as containing 
vitamin B, the Journal indi- 
rectly recalled that way back 
when the product had been ad- 
vertised as “a sure cure for 
prolapsus uteri and all 
weaknesses of the generative 
organs of either sex.” Thus 
came the Journal suggestion 
that, while the vitamin B was 
all right, vitamin E might be a 
more fruitful addition to the 
product. The latter, it seems, is 
the fertility vitamin. 


Networks Drop 
Press Radio News, 
Prepare Their Own 


New Yurk, vec. o9.— Both the Co- 
lumbia Broadcasting System and 
the National Broadcasting Company 
have ceased using news furnished 
by the Press Radio Bureau, and 
are now making up news bulletins 
from International News Service 
and United Press wires, it was re- 
vealed here today. The decision of 
the networks to drop the Press Ra- 
do service does not affect sponsored 
news broadcasts. 

Officials of the networks and 
Press Radio refused comment, but 
the move is generally regarded as 
marking a climax in differences of 
opinion between broadcasting and 
wire service executives. 

Press Radio began operations in 
January, 1934, as a compromise to 
settle a publisher-Broadcaster con- 
troversy. At that time, publishers 
protested the commercial sponsor- 
ship of news and the inauguration 
of a news service by CBS. The Pub- 
lishers’ National Radio Committee 
was set up under the American 
Newspaper Publishers Association 


(Continued on Page 23) 
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and Hostess Cakes. 


Providence, R. I., Dec. 


resigned as Bost president. 


Last Minute News Flashes 
Marshall Named Wonder Bread Ad Chief 


New York, Dec. 30.—Lee Mack Marshall has been appointed adver- 
tising manager of the Continental Baking Company. He succeeds Ced- 
ric Seaman, who assumes the duties of director of sales and advertising. 
The company’s two most widely advertised products are Wonder Bread 


=| Abbott Kimball Gets Gorham Account 


30.—Gorham Company, silversmith, 
placed its advertising account with Abbott Kimball Company, New York. 


Barbasol Acquires Bost Tooth Paste 


Indianapolis, Dec. 30.—Barbasol Company has taken over Bost Tooth 
Paste Corporation, it was announced today. The shaving cream manu- 
facturer acquired the controlling interest of Charles H. Lesser, who has 
Both are units of Wasey Products. 


Morrell to Expand Advertising Budget for 1939 


Ottumwa, Ia., Dec. 30.—John Morrell & Co., maker of Red Heart 
dog food, today announced a substantial increase in 1939 advertising for 
the product, now believed to be the top seller in its field. More stations 
have been added to the NBC Red program, “Chats About Dogs,” and the 
magazine list has been increased to 30, with more color copy planned. 
Henri, Hurst & McDonald, Chicago, is the agency. 


has 


Wallace Sets Down Rigid 
Food, Drug Label Rules 


Includes Some Sugges- 
tions of Industries, Re- 
jects Others 


Washington, D. C., Dec. 28.—Sug- 
gestions offercd by representatives - 
of the food and drug industries at 
the recent hearings he!d here have 
been incorporated to some degree 
in a revised set of regulations for 
the operation of the new federal 
food and drug act which goes into 
full effect June 25, 1939, it was re- 
vealed this week by Secretary of 
Agriculture Wallace. 

It was also indicated that the 
Food and Drug Administration does 
not plan to reproduce and circulate 
copies of the new rules among in- 
terested persons, although the full 
text will be printed in the Federal 
Register, official compendium of 
the administrative acts of all de- 
partments. The tentative set of reg- 
ulations, which drew strong criti- 
cism from private industry and 
which attracted a large representa- 
tion at the hearings before Admin- 
istrator Campbell, were circulated 
widely for several months. 

The portions of the original regu- 
lations which provided that the 
name and address of the manufac- 
turer of any food, drug or cosmetic 
must pppear.on the principal p.ow)s 
of the labeling have been modified 
to allow a manufacturer to place 
this information on other portions 
of the label, provided that it is 
prominently and conspicuously dis- 
played. 

The net weight of cosmetics down 
to one-quarter of an ounce must be 
carried on cosmetic labels. This 
differs from the original regulations 
which set the figure for the net 
weight at one-half ounce. 

Mr. Wallace flatly refused to re- 
vise the originally proposed regu- 
lations, however, in the important 
matter of fabricated foods. He de- 


(Continued on Page 25) 


Small Appliances 
Get Emphasis 
by Westinghouse 


Cleveland, Dec. 29. — Believing 
that the educational task has been 
successfully completed and that it 
is to be followed by a period of ac- 
tive demand, Westinghouse Electric 
& Mfg. Company will place the 
heaviest advertising in its history 
back of small appliances in 1939. 

Toasters, fans and irons are the 
triumvirate to be featured, and 24 
insertions in The Saturday Evening 
Post, many in color, will be accom- 
panied by alluring slogans which 
will summarize the place of these 
appliances in the scheme of the 
home manager. Some newspaper ad- 
vertising in key markets will sup- 
port the Post series. 

“Hushed coolness” is the catch- 
phrase which will tell the story of 
silent Westinghouse electric fans. 
Copy for irons will emphasize “Tem- 
perature control,” while the toaster 
story will be epitomized in the slo- 


gan, “Better food and easier cook- 
ing.” 
The initial advertisement, for 


irons, will start the series rolling 
Jan. 21. In the meantime, distribu- 
tors all over the country will hold 
dealer meetings to confide details 
of the campaign and secure retail 
cooperation. Fuller & Smith & Ross 


handles the account. 
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Coster Didn't Like 
News Photographers 


New York, Dec. 27.—With the 
stranger-than-fiction career of 
“F. Donald Coster” growing 
more fantastic hourly, drug cir- 
cles here recalled that the drug 
tycoon’s aversion to publicity 
was forcibly expressed at a 
drug industry convention here 
several years ago. 

A drug trade paper photogra- 
pher approached a group in- 
cluding Coster to shoot an in- 
formal picture, whereupon the 
McKesson & Robbins head 
wheeled and tried to sweep the 
camera out of the photogra- 
pher’s hands. Failing, he im- 
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Candor Is Found 
mm —-Profifable by 
= Scott Paper Co. 


Fruitful Sales page ing a h 

. itting sales message to mothers, 
Brings Increased Ad based on the child-health appeal. 
Budget for 1939 The other will be full pages, in four 


colors, of an institutional nature. 
New: York, Dec. 29:—Scott Paper 


Typical of the latter is a piece of 
howing ¢ ll of tissue against 
Company has set up a $1,000,000 pig Bectatscn. fee pens pethamengaed = ae 
advertising appropriation for 1939, 


> > 


used, and there will be radio ad- 
vertising, consisting of participation 
in such household programs as Ann 
Warner’s Chats, and the Marjorie 
Mills broadcast. Present plans in- 
clude 13 weeks of radio three times 
a week, at a total cost of $150,000. 

In deciding to go ahead with the 
cartoon type of copy for Waldorf 
tissue, the company was not un- 
mindful of the discussion which has 
been caused by the frank treatment 
of a delicate subject. Nevertheless, 
the campaign is reported to have 
been justified by sales, which have 
gained consistently since the car- 
toons started to appear early in 
1938, and it was on the basis of re- 
sults that the theme was retained 
for another year. 


is a $2,500,000 expansion program | 
in the Scott plant at Chester, Pa. 
Advertising in 1939 will consist 
of four separate campaigns on Scot- 
Tissue, ScotTowels, Waldorf tissue 
and industrial preducts. The copy 
theme for ScotTissue will continue 
to stress the slogan: “Soft as old 
linen,” but there will be two distinct 
types of insertions. One will be a 
series of half pages and two-third 
Year pages in duotone, carrying a hard- 


ICE BY WIRE 


a background of red roses, with text 
devoted wholly to the quality of the 
10 per cent more than was spent 
during the past year, it was revealed 
by Harry C. Pardee, advertising 
manager, at a sales convention 
which came to a close here today. 
There will be no significant changes 
in media or copy, and the much-dis- 
cussed, ultra frank cartoon strips 
which promote Waldorf bathroom 
tissue will continue during the new 
year. 
Sales volume for Scott products 
was. reported at $16,000,000 in 1938, 


product. The heading is: “Luxury 
texture, petal soft, for more comfort 
and protection.” 


Selection of Media 


ScotTissue advertising will ap- 
pear throughout the year in Amer- 
ican Home, Good Housekeeping, La- 
dies’ Home Journal, McCall’s, Pic- 
torial Review, Time and Woman’s 
Home Companion. Two newspapers, 
the New York Herald Tribune and 
Times are also on the list. 


publisher 
requests. 


mediately inquired as to the 
photographer’s identity and the 
next day the publisher of the 
paper he represented received 
a McKesson & Robbins com- 
munication requesting that no 
picture of Coster be used, and 
that all pictures in the paper’s 
files be destroyed at once. The 
complied with both 


Waldorf advertising drives home, 
in picture sequence, the connection 
between bathroom paper and physi- 
cal well-being. The magazine list 
will include: The American Weekly, 
Family Circle, Love and Romance, 
Modern Romances, Movie Story, Ro- 
mantic, True Confessions, True Ro- 
mances and True Story. Two news- 
papers will be used, New York News 
and Philadelphia Inquirer. 

Industrial products, including 
both towels and tissue, will be pro- 


Delivered by Western Union 
to Your Home—Day or Night 


From now 6m you nved never be ecibarterseg oF inoun- 


vengonred BY 8 shorisar of ice. Just call Weeterm Union 
In 8 iffy. *oey'l! deliver <5 or 1 pounas--plus am lee pick 
right to pour Goor. for « sominal view Charge 

Or, if you wish, wee cur new ettonmatic vebliag machines 
(at 14450 B. Locust), «hich diepenes Biock ice im Ife and 


Poe quantities Perpetual service oi 
Sundays snd holidays [neiuted 


© Party Going Strong tee Getting Low 


Dent runs 
ters ell 


A neuls @ day. 


a gain.of 15 per cent over 1937. The For consumer advertising of Scot-| keeping, McCall’s and Woman's — wr" ae papers and 
proposed increase in advertising is| Towels, the following list will be| Home Companion. Sunday editions = — — | ortune and 
part of a drive to reach a $19,000,000| used: American Home, Better|of the Herald Tribune and the Time. The campaign is directed by 
sales quota in 1939. Tied in with it| Homes and Gardens, Good House-| Times, in New York, will also be J. Walter Thompson Company. © fittention aes ee 
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Rondom ice & Coal Co. 1300 E. Locust 


Senator Wheeler 
Hits NAB Stand 


on Radio Freedom 


Washington, D. C., Dec. 28.—The 
difficult position of broadcasters was 
made even more delicate this week 
as Senator Burton K. Wheeler, 
chairman of the Senate interstate 
commerce committee, indulged in 
sharp criticism of the statement of 


Neville Miller, sident of the Na- 
sone Anconiion at, Woasleathers ‘Beech- Nut Spreads 
that radio could not tolerate “abuse” | Effort Over Wider 


of freedom of speech. 
Mr. Miller’s statement made last ; 7 
week, was generally construed as a M agazine List 
defense of the refusal of some sta- (Picture on Page 27) 
tions to carry the weekly addresses New York, Dec. 29.—Altering its |7 
of Father Coughlin on the ground | advertising schedule in favor of i 
that they incited religious and race|smaller space in a longer list of 
prejudice. A ranking prelate of the | magazines, Beech-Nut Packing Cor- 
Catholic church also took exception | poration will substitute straight sell- |~ 
to the militant priest’s views, in-|ing copy for the poster style used | 
forming the press that they repre-| heretofore in behalf of its chewing 
sented his own, and not the church’s| gum. The campaign will get under 
opinion. way in mid-January in 28 maga- 
“Who is Mr. Miller that he should} zines, which will be supplemented 
set himself up as an arbiter of what| by newspaper comic space starting 
should be said on the radio?” de-|in February. 
manded Senator Wheeler in an in- The Beech-Nut insertions will be 
_terview with newspaper correspond- | limited to single-column space wit! 
'ents. He said that he does not al-| yellow and black the color combi- 
| ways agree with Father Coughlin,| nation throughout. For the first 
, but took the position that the radio|two months a series of “7 second 


Consumers in Milwaukee can now cal! 
Western Union day or night and have a 
messenger deliver a !0 or 20-cent chunk 
of ice quicker than you can say "my 
drink's getting warm.” Introductory copy 

has - broken in newspapers. 


' 
i 


Now 50,000 Watts 


established preference 
leadership in covering local events. 


South. 


dominance in the prospering Deep 


through 


station which refused to broadcast 
his talks would be as intolerant as 
the speaker. 

Importance was attached to Sena- 
tor Wheeler’s views because he is 
generally regarded as the Congres- 
sional spokesman on questions con- 
cerning radio. 

Followers Take Action 


In New York followers of Father 
Coughlin were reported to have 
endeavored to exert pressure, on 
WMCA, which banned the priest’s 
broadcasts, through advertisers. The 
Brooklyn branch of the Ancient Or- 
der of Hibernians is said to have 
instructed its 6,000 members to 
write the station’s advertisers in 
somewhat stronger terms than a 
mere protest. The instruction sheet 
listed 29 advertisers. 

Though at least one Roman Cath- 
olic church in the metropolitan area 


mystery stories’ will be used 
Using the question-and-answe! 
technique, the copy carries a direct 
sales story. The first insertion sug- 
gests Beech-Nut gum as just the 
thing for mothers to give their chil- 
dren instead of letting them eat be- 
tween meals. 

The color scheme of yellow and 
black was adopted because the best- 
seller in the line is peppermint 
gum, and the yellow and blact 
package is well known to the public 
The agency, Newell-Emmett Com- 
pany, also felt that insertions in 
these colors would stand out mor 
than most color magazine advertise- 
ments because red is so common): 
used by others. 

A different type of copy, featur- 
ing two-line jingles, will be intro- 
duced in March. These humorov: 
insertions will appear in both th 


magazines and the comic sheets 


i ; also distributed a printed sheet icine 
i asking the congregation to write ad- . 
vertisers on the same station, heads Potts to Metropolitan ; 


bi 
te ‘ : , 
%. Serie. y US the economy of using | station with 
. . of the Catholic church there pro- Cyrus A. Potts, Inc., real estat 
bs es. five times the power of any station claimed an attitude of strict neutral- | developer of North Shore Acres @' 


“aL: . ity Glen Head, L. I, has appointed 

within 400 miles. = Metropolitan Advertising Company 

. New York, as agency. Peter J. Mc 

Fritz Incorporates Kenna, vice-president, is accoum' 
Edward B. Fritz, Chicago pub- executive. 

lisher, has incorporated as the Fritz ee 

Pee, Publications. His papers are The annaitl 


sii e a P. Indust d P 
re Tell—Sell—over WW L—the 50 Thousand Watt Station in New Orleans | 20 Paver and Pulp mitt Catalogue FIRST 
| CBS AFFILIATE ; REPRESENTED BY THE KATZ AGENCY, Inc. Ce OE a Oe eee Cee 


to be recognized by the C. C. A. 
VINCENT F. CALLAHAN, GEN. MGR. BEVERAGE RETAILER WEEKL! 
1819 Broadway, New York, N. Y. 
Circle 6-8181-2-3-4 
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Feigenbaum Moves 


Harry Feigenbaum Advertising 
Agency has moved to 1420 Walnut 
street, Philadelphia. 
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AND MOM-HE'S SURE HANDSOME! 
HE‘S A BIG SHOT ADVERTISING 
MANAGER OR SOMETHING, 
Too! 


= 
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OUCH! say, Your 
MIND’S NOT ON YOUR 
DANCING! 


SORRY TILLIE - GIVE THE OLDER 
GUESS IT MUST GENERATION 
BE BUSINESS A BREAK! 


SS 


pon 
ee’. 


WHERE 1S JERRY? SO YOU SEE MAC— 
| BET HE'S WITH UNLESS | CAN MAKE 


Oo ADVERTISING 
THAT MABEL SMITH. pa oe BIG SALES 


) a INCREASES, I'M 


> THROUGH! 


TTYOU GOTTA ENTER-| | HOW COULD A KID'S FUNNY PAPER 
TAIN THE PUBLIC 7 SELL OUR PRODUCT? 


TO DO AREAL - 
SELLING JOB-AND| | THE WHOLE FAMILY READS THE 


COMIC WEEKLY COMIC WEEKLY — NEARLY TWICE AS 
ENTERTAINS OVER MANY ADULTS AS CHILDREN. 
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17 MILLION| | THE ALL-STAR CAST GIVES 'EM 

ENTERTAINMENT ANY TIME THEY 
WANT IT= NOT LIKE 

KRG A. RADIO PROGRAM 
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r- a1. naan ; 
A Oe teRTPL- St ME SOME ADVICE. J AND DON'T FORGET THEY 
- THIS SHOW WILL ENTERTAIN IN NEARLY SIX 
er CLINCH MY mame MILLION HOMES. IT'S AS 
a- ARGUMENT meee GREAT ENTERTAINMENT AS 
7 je . RADIO — BUT A BIGGER 
. AUDIENCE AT LOWER 
be 
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Canadians Extend 
‘Loss Leader’ Act 
fo Drug Field 


All Outlets for Soap 
Now Included Within 
Statute's Scope 


Vancouver, B. C., Dec. 29.—Appli- 
cation of the Canadian Food Prod- 
ucts Minimum Loss Act was ex- 
tended this week to soap products, 
soap substitutes, lard and shorten- 
ing. Inclusion of these products now 
projects the law beyond the grocery 
field and includes for the first time 
the drug trade and other outlets 
handling soap and allied products. 
The statute forbids sales at less than 
five per cent above the recognized 
wholesale cost. 

It was discovered recently that, 
through a technicality in the act, 


evasion was possible in the case of | 
sales to a retailer through a third | 
party. This has been overcome by | 
the insertion of an amendment de- 
fining the word “seller” in the fol- 
lowing language: 

“ ‘Seller’ means any person who 
sells any food product, but shall not 
include any person selling or pur- | 
porting to sell to the retailer any | 
food product when it appears on | 
evidence that such person owns in | 
whole or in substantial part or con- | 
trols the retailer, or that such per- | 
son is owned in whole or in sub- 
stantial part or is controlled by the 
retailer, or that in any way the per- | 
son by himself or through the} 
agency or assistance of any other 
person whatsoever so selling to the 
retailer are so related or associated | 
together in a business way as to 
make it likely that the transaction | 
of sale between them is not bona | 
fide or is not one in the usual course | 
of competitive business.” 


Circumvention Considered 


A further amendment to the act | 
provides that “in the case of a sale 
of a food product to a retailer by a} 
person not a seller within the mean- | 
ing of Section 2, the cost of that: 
food product to the retailer for the 
purpose of this section shall be the | 
actual and bona fide cost of the 
same to such person so selling to the | 
retailer or the actual cost of the | 
same to the retailer, whichever is 
the greater. 

The punitive clause of the act- is 
as follows: 

“In any case where a retailer sells } 
a food product at less than five per | 
centum above the price at which | 
the product is usuaily or regularly 
sold by the manufacturer or pro- 
ducer thereof, it shall be prima facie | 
evidence in any prosecution unde 
this Act that such sale by the 
tailer is in contravention of 


re- 


SCC - 


tion 6. 
“Any person not a ‘seller’ within 
the meaning of section 2 of this 


Act, who by a series of transactions 
through various persons attempts in 

any way to fix a cost price of a food | 
product to himself or to a retailer, 

which under all the circumstances 
is not bona fide or is intended to} 
deceive as to the price at which | 
the product is usually or regularly 

sold by the manufacturer or pro- 

ducer thereof, shall be guilty of an 
offense against this act and shall be 

liable, on summary conviction, to a 
penalty not exceeding five hundred 
dollars.” 


Holland Opens Office 


Maurice Holland, director of the 
National Research Council's division 
of Engineering and Industrial Re- 
search, has opened his own consult- 


ing office at 149 Madison avenue, 
New York. He will continue his 
activities with the Nationa] Re- 


earch Council. 
Anfenger Gets Friez 

Julien P. Friez & Sons, Baltimore, 
division of Bendix Aviation Cor- 
poration, has placed its account with 
Anfenger Advertising Agency, St 


Louis. Papers in the heating, air 
conditioning and refrigeration fields 
will be used in behalf of the com- 
pany “hvdraulic-action” contro) 


Piano Industry 
Acts to Stimulate 
Spring Selling 


New York, Dec. 28.—The first 
promotion effort seeking to estab- 
lish a spring selling season for pi- 
anos will take the form of a cooper- 
ative drive in which 2,000 dealers 
will be invited to adopt the slogan, 
“Make your house a home, buy a 
piano,” in local newspaper and ra- 
dio advertising. 

While the displays, newspaper 
mats, and suggestions for radio pro- 


grams will be forwarded to dealers 
in February, the drive is expec ted | 
to reach its dh sss during National | 


in } 
Music Week, which begins May 1. 


The campaign is financed by the 
National Piano Manufacturers’ As- 
sociation and the National Music 
Merchants’ Association. 

J. L. Seltzer, advertising manager, 
Winter & Co., and chairman of the 
committee representing both retail- 
ers and manufacturers, told ADVER- 
TISING AGE that he expects about 
500 of the piano dealers to cooper- 
ate in the drive. 


Humphrey Chosen 


H. B. Humphrey Company, Bos- 
ton, has been appointed advertising 
agency for the Barre Quarriers Co- 
operative, Inc., Barre, Vt., repre- 
senting the granite and memorial 
industry of that city. 


New Type Dress 
for “Farm Journal” 


With its initial 1939 issue, The Farm 
Journal, Philadelphia, appeared in 
a new type dress, with text set in 
Bodoni instead ‘of the Granjon 
hitherto employed. 

The Journal also adopted a new 
editorial policy, under which in- 
creased space will be devoted to 
world events and public affairs af- 
fecting agricultural intevests. 


Gets Radiant 


Industrial Advertising Associates, 
Chicago, has been appointed by the 
Radiant Finish Company, Chicago, 
for a campaign on Nu-Glo, interior 
finish, and Hy-Glo, automobile fin- 
ish. Radio, newspapers, business pa- 
pers and direct mail will be used. 


| 


“Dispatch” Names 
Mitchell & Ruddell 


William Rubel, president and gen- 
eral manager of the Hudson Dis- 
patch, Union City, N. J., has an- 
nounced appointment of Mitchell &% 
Ruddell as national advertising rep- 
resentatives, effective Jan. 1. 

John P. Martin has joined Mit- 
chell & Ruddell. He has been a 
direct national representative of the 
Hudson Dispatch for two years, and 
prior to that was assistant to Walter 
H. Dodwell, advertising manager of 
the paper. 


“Night” to Powers 


Detroit Saturday Night, which re- 
sumed publication in November, has 
appointed E. J. Powers Company 
as national Fapreennnve. 
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FTC Labeling 
Views to Guide 
Botany Campaign 


New York, Dec. 28.—Current ef- 
forts of the Federal Trade Commis- 
<ion to enforce more stringent label- 
ing standards in the garment indus- 
try, particularly with respect to fibre 
identification, will be reflected in a 
campaign to be launched by Botany 
Worsted Mills shortly after the first 
of the year. Details of the program, 
revealed here today, show a com- 
plete change in copy theme, with 
consumer and trade advertising con- 
entrated on promotion of the 


Botany label. 


RVcup ... Famous Greek H 
Mathematician who flourished 4 
about 300 B.C. Renowned as 
4 geometrician, his greatest 4 
Work is the “Elements”, in 
thirteen books, 

Today, there are certain 
Fadi ' propositions’ which 
fan be demonstrated as clearly 
a3 Euclid’s problems. NBC 4 
Would like to show you-QE.Dg : 

Ss catia’ 


—— 


ger 
Pte ae 


Botany fabrics are not sold direct 
to the consumer but find their way 
into the retail market through the 
garment manufacturer. Heretofore 
the company’s consumer copy has 
stressed fashion, but the new drive 
will seek to build a demand for gar- 
ments which bear the label of a 
Botany fabric as a mark of quality 
and a guarantee that the most strin- 
gent labeling requirements have 
been fulfilled. 


Lists Magazine Schedule 


Botany advertising will appear 
in the following magazines: Good 
Housekeeping, Harper’s Bazaar, La- 
dies’ Home Journal, Life, Mademoi- 
selle, McCall’s, The New Yorker, 
Parents’, Vogue, and Woman’s Home 


ADVERTISING AGE 


Companion. Sterling Advertising 
Agency is in charge. 

Botany Worsted Mills will cele- 
brate its 50th anniversary in May, 
1939, and present plans include 
a substantial expansion of the ad- 
vertising program at that time. 


Vanity Fair 
Exhibit Name 

“Vanity Fair’ has been picked as 
the best name submitted for the 


building to house the perfume and 
cosmetic exhibits at the New York 
World’s Fair, according to H. Greg- 
ory Thomas, managing director of 
Perfumery & Cosmetic Exhibits, 
Inc., New York. 

Three of the competitors submit- 
ted the winning name, and $100 was 
divided among them. 


New Division for 
Scripps-Howard 

The Atlanta and Dallas divisions 
of the Scripps-Howard national ad- 
vertising department will be merged 
in the near future to form a new 
southern division with offices in 
Memphis. Frank Moore, present 
manager of the Dallas division, will 
be in charge. 

Harold Sampson, who was for- 
merly in charge of the Atlanta di- 
vision for Scripps-Howard, has re- 
signed to become associated with 
the Atlanta Constitution. 


Dri-Brite to Gardner 


Dri-Brite, Inc., St. Louis, manu- 
facturer of wax, has appointed 
Gardner Advertising Company, St. 


| Louis, to handle its account. 


THE ANSWER 


AND ITS THE SAME AS NBC’S 


We'd like to tell you about it! 


You know that a distant radio station 
often can be heard better than one near 
at hand. But do you know that power may 
not be the reason? Sky waves, ground 
waves, kilocycles and other technical as- 
pects are linked up with such situations. 

When you seek nationwide radio 
coverage the fota/ result is the result that 


counts. This or that part of the job may 


have a certain interest, but—as Euclid 
put it centuriesago— “the whole is greater 


than any of its parts.” 


Nationwide circulation for your radio 
program means something more—much 
more—than circulation in the cities where 
theregular listener-surveys are conducted. 
It means circulation among consumers in 
small towns, villagesand rural areas, besides 
big city populations. That's the kind of a 
job the NBC Red Network does for you 
—and does better than any other network. 

Ask any NBC Red Network represen- 
tative to prove it—he will arrange to give 
you the full story of our new nationwide 


study of ‘‘The Forgotten Ten Million’ 
(ten million radio families whose listen- 
ing habits and preferences have never 
before been revealed.) 

As Euclid would express it: The Best 
Coverage + The Best Programs=The Biggest 
Circulation—and there's only one solution 
to that equation, the NBC Red Network! 


Do You Know — 


That 50% of all U.S. radio homes —urban 
and rural—rely on “remote service’’ from 
major network stations? 


That there are 10,000,000 radio families 
in the “‘rural areas of remote reception?” 

That the habits and preferences of these 
10,000,000 families are not reflected in 
any studies of city listeners? 

That these listeners add a great plus 
valve to Red Network circulation? 

That NBC's new survey tells the why and 


how of all these facts, and what they mean 
to you? Call NBC for the full story! 


BC RED network 


NATIONAL BROADCASTING COMPANY 
A Radio Corporation of America Service 


> Se 
paige Res eS 


| RADIANT FUEL CORPORATION “asbrscTustns « cansousre | 


Radiant Fuel Corporation, St. Louis, at- 
tracted wide attention during the holi- 
days by dramatizing what must be the 
most unpleasant aspect of St. Nick's 
chimney acrobatics. 


™ Asiueiiiais Rol 
of Columnist in 
M-G-M Campaign 


New York, Dec. 29.—One of the 
largest institutional campaigns ever 
sponsored by. a film company will 
be inaugurated in mid-January in 
national magazines by Metro-Gold- 
wyn-Mayer Pictures Corporation, 
with monthly expenditures totaling 
about $15,000. 

The drive will open with 21 mag- 
azines on the list, but it is expected 
that others will be added soon. The 
present list includes Fawcett Screen 
Unit, Ideal Women’s Group, Liberty, 
Look, McCall’s, Modern Magazines, 
Movie Mirror, Photoplay, Pictorial 
Review, Picture Play, Redbook, 
Screenland Unit, Screen Guide, and 
Screen Romances. 

Single column insertions will be 
used throughout and will be en- 
titled, “The Lion’s Roar.” Copy will 
be devoted to current M-G-M pro- 
ductions. The first insertion fea- 
tures “Sweethearts,” and mentions 
three other coming productions. 

The first column, signed “Leo,” 
leads off with: “We decided that 
what this country needed was a 
column. Henceforth, you fellow 
magazine readers, you may whet 
your screen appetites on some little 
tid-bits direct from the studios of 
Metro-Goldwyn-Mayer.” 

A premium offer also features the 
inaugural insertion. Under a head- 
line, “Gift-of-the-Month Club,” 
M-G-M offers to send all fans a 
photograph of Jeanette MacDonald 
and Nelson Eddy, stars of “Sweet- 
hearts.” Donahue & Coe is the 
agency. 


“American Home” 
Changes Rates 


The American Home has reduced 
its four-color page rate to $5,700, a 
saving of $150, effective with the 
April, 1939 issue, through the Au- 
gust, 1939 issue. 

With the September issue a new 
rate card takes effect, based on a 
circulation base of 1,500,000 net 
paid. The new agate line rate will 
be $7.90; new page rate, $4,800: 
new four-color page rate (insert 
stock), $6,450; two-color page rate, 
r. o. p., $5,675; and two-color half- 
page rate, $2,850. : 


“Winnipeg Tribune” 
Promotes Three 
Arthur W. Moscarella, for the past 
18 years director of advertising of 
the Winnipeg Tribune, has been ap- 
pointed business manager. He will 
be succeeded as advertising director 
by I. H. Macdonald, formerly in 
charge of the Montreal advertising 
office of the Southam newspapers. 
A. H. Allardyce, formerly assis- 
tant manager of the advertising de- 
partment, succeeds Mr. Macdonald 
in Montreal. F. N. Southam is presi- 
dent of the Tribune. 
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January 2, 1939 


Rellooc Increases 


Emphasis on Bran 
As Baking Aid 


New York, Dec. 29.—Use of All- 
Bran as an ingredient, in the 
making of such items as muffins, 
biscuit and waffles, will be increas- 
ingly emphasized by Kellogg Com- 
pany in its 1939 promotion. The ba- 
sis of the program, revealed here 
today by Kenyon & Eckhardt, is a 
newly designed package with recipes 
printed on the back in such a form 
that they may be cut out, as individ- 
ual cards, and preserved in a stand- 
ard size kitchen recipe file. 

Although recipes have been 
printed on All-Bran packages here- 
tofore, they have not been promi- 
nently displayed. In the new design 
two illustrated recipes will be en- 
closed on each package, occupying 
one entire side. 


Advertising to Continue 


> 


HELP FOR HOUSEWIVES 


Popularity Sought 
for Bow Ties 

Sherman Bows, Inc., New York 
necktie manufacturer, will join the 
ranks of national advertisers in 
1939 with a campaign to popularize 
bow ties. Class magazines and busi- 
ness papers will be used. 

A. Salzman, Inc., appointed 

sales and publicity counsel, is also 


and cooperative newspaper adver- 
tising. 


Lumbermen Start Drive 


West Coast Lumbermen’s Associ- 


“Oregon Pine,” 


bermen’s Association. 


Safety to Boyd 


Kellogg Company places recipes on 
packages so that housewives can clip and 
file them in the kitchen encyclopedia. 


field, 
J. Clement Boyd, Inc., 


Advertising in 1939 will continue 
along the same lines as in the past 
year. More than 1,000 newspapers 
are being used and the magazine 
list includes: American, Collier’s, 
Farmer’s Wife, Good Housekeeping, 
Holland’s, Household, Ladies’ Home 
Journal, Liberty, “ms —— Cul- 


ture, The Saturday Evening Post, 
and Woman’s Home Companion. 


tured in 1939 advertising and will 
also be featured in spot radio an- 
neuncements 
several home economics programs. 


N. J., as its advertising agency. 


Pabst to LAT 


Pabst Brewing Company has ap- 
pointed Lord & Thomas, Chicago, to 
handle advertising of Pabst Blue 
Ribbon beer and all associated prod- 
ucts. 


The new package will be pic- 


in connection with 


HE RURAL SOUTH ._. 


| OPPORTUNITY 


Business Week, in its issue of December 10, presents “The Business 
Record, State by State,”” showing the percent loss or gain from first nine 
months 1937 to first nine months 1938. Of the eight factors included in 
the analysis some show gains, some show losses, but each and every 
one shows a majority of the states in the South with a better record 
than the U. S. average. For example: 


In Passenger Car Sales— 


Ten of the South’s 
fourteen states made 
a better record than 
the U.S. average. 


In Gasoline Consumption— 


Ten Southern states 
showed gains of 
from 1% to 4%, 
while the average 
for the U. S. as a 
whole showed a 


slight loss. 


In Household Refrigerator Sales— 


Texas, Oklahoma. 
Arkansas, Louisiana 
and Florida made 
better than the U.S. 
average. 


Eleven states out of 
the South’s fourteen 
atood well ahead of 
the U. S. average. 


In Farm Income— 


The solid South 
(only one state ex- 
cepted) bests the 
U. S. average in this 
important sales 
boosting factor. 


In Electric Power Output— 


Of the nine South- 
ern states making 
better than the U.S 
average, five showed 
substantial gains in 
electric power out- 
put. 


In Heavy Construction— 
With gains of 12%, 


23%, 34%, 38%, 
48%, 54%, 61%, 
61%, 70% and 
231% ten of the 


South’s fourteen 
states showed an im- 
pressive lead over 
the U. S. average of 6% increase. 


with its more than 965,000 


ing sales in this territory. 


In Value of Checks Drawn— 


Only two states of 
the South’s fourteen 
failed to better the 
U.S. average. 


“ay 


“THE NO. 1 FARM AND HOME MAGAZINE of the SOUTH’”’ 


Progr essive larmer 


and Southern Ruralist 
BIRMINGHAM. RALEIGH. MEMPHIS, DALLAS 

250 Park Avenue, NEW YORE 

Daily News Bldg.. CHICAGO 


developing point-of-sale material 


ation, Seattle, and Western Pine 
Association, Portland, have started 
a campaign among distributors to 
stop the ase of the misleading name, 
as a designation for 
Douglas Fir, produced and promoted 
by members of the West Coast Lum- 


Safety Fastener Company, Bloom- 
N. J., maker of fasteners and 
adjustable eye shades, has appointed 
Montclair, 


Here's financial strength pointing the way 
to greater business opportunities in the South. 
With better than 47%, of all retail sales from this 
area coming from farm villages and towns of 
less than 10,000 population Progressive Farmer, 
circulation, offers 
the No. 1 advertising opportunity for influenc- 


Formfit Strengthens 
Schiaparelli Tie-Up | © 
in ‘39 Campaign 


New Drive Involves 
16% Budget Increase 
After Peak Year 


(Picture on Page 27) 


Chicago, Dec. 29.—Closing the 
most successful year in its history, 
the Formfit Company today dis- 
closed plans for a 16 per cent in- 
crease in 1939 advertising expendi- 
tures, with the new spring cam- 
paign destined to give even greater 
prominence in Formfit copy to the 
magic name of Madame Schiapa- 
relli, Parisian couturiere. 

Other features of the campaign, 
which will begin in February, in- 
clude an expanded magazine and 
newspaper schedule, emphasis upon 
Schiaparelli’s own four points of 
figure glamor and extreme lucidity 
in copy descriptive of feminine 
charm. 

Formfit, incidentally, is one of the 
few companies which has yet to 
show a decline in sales. Organized 
in 1927, it went into 1938 with a 
budget 11 per cent higher than that 
for 1937. Coincidentally, this in- 
crease in the budget very closely 
approximates the gain in sales. An- 
other cheerful factor, cited by Wal- 
ter Lowy, vice-president in charge 
of advertising, is that more new 
dealer outlets were acquired during 
this year than in any previous year. 
Although not dispensing with the 
lower priced part of its line, Form- 
fit has been “trading up,” or add- 
ing to the more expensive portion 
of the line, said Mr. Lowy. This 
technique, he added, has been in- 
strumental in obtaining a large 
share of each retailer’s total volume 
and in making the Formfit name 
more extensively known. 


They Like the Label 


He also commented on the po- 
tency of the Schiaparelli name in 
Formfit promotion, citing as an ex- 
ample a tale related by a Formfit 
stylist. The latter, seeing a 
Schiaparelli label on a woman’s 
coat, did a bit of investigating. It 
was revealed that the woman, a 
regular customer, had purchased a 
Formfit foundation, torn off the 
Schiaparelli label and sewed it in 
her coat. 

During 1938 Madame Schiaparelli 
has served as a consultant and cre- 
ator on Formfit foundations, lend- 
ing her approval to magazine and 
newspaper advertising. This year 
she will also present the newest of 
her own fashion creations along 
with Formfit copy portraying the 
foundation designed especially for 
wear beneath that type of gown. 
Thus readers of Formfit copy will 
gain a preview of the Parisian style 
trend as well as Schiaparelli’s “Four 
Points of Glamour for Spring.” 


Copy Tells 4 Points 


These four points, copy relates, 
are as follows: “Bust carried 
proudly high, deftly separated.” 
“Waist shaped inward to intriguing 
slenderness.” “Body smoothly 
curved but free in its feminine 
grace.” “Carriage confident, radi- 
ating the kind of poise that only 
relaxation can yield.” 

The four points are further em- 
phasized in copy for the Pagan 
Charm Girdleiere, a Formfit crea- 
tion inspired by Madame Schia- 
parelli. “Pagan Charm,” says the 
copy, “is intentionally exciting. If 
it’s the willowy free charm of the 
pagan you want, wear Pagan 
Charm.” 

No less alluring is copy for Spiral 
bras and Panel-Art girdles: “Bust 
contour idealized—breasts proudly 
high, importantly separated and 
deftly shaped by spiral bands, ex- 
actly as a painter of glamorous 
women would draw them—a dip- 
ping curve on top with fullness 
around and below. 

“Such is the magic of Spiral bra. 
You must have one! With it, Form- 
fits exciting new girdle—Panel- 


ts, 


a 


GLAMOR, 1939 STYLE 


S: 


ms 


l, saya 
Aeecums OF % > 
FIGURE GLAMOUR 


Ke 


1 Bust carried proudly high 
deftly separated 


2 Waist shaped inward to 
intriguing slenderness 


3 Body smoothly curved bu! 
free im its feminine grace 


4 Carnage confident, radiat 
ing the kind of poise that 
onty relaxation can yield 


vaparedi ) ere 
hou the puted rer 
Auch Formpu achseves for 
you Jn this ¢ 


Se fed @ Formpt and 
w " prong clothes 
rare worn mm 4 


PAGAN CHARM GIRDLE 2 SPIRAL BRA 


Her ause merely wearing lashion-right clothes ts not enough, Madanw 
Setraparetli and Furmbhit created the Pagan Charm girdle and Spirai 
bra. Together they give your figure an idealized version of tha: 
“Sc hiapareth Look.” Pagan Charm is definitely exciting in the 
things 1 does with body contour—imparts willowy slimness and « 
sense of pagan [reedom. And Spiral with its unique closely stitched 
spiral bands creates a charm for the bust that is entirely new. By 
wearing both, you so easily step up interest in yourself. At all the 
beter stores. PAGAN CHARM GIRDLES $5 S10 SPIRAL O85 61.53.50 


Stylerght craations by onmfit 
enspired by Schiapareli. 


MADE OY THE FORMEIT COMPAMY - CHICAGO - MEW FORE 


One of the messages to be sent forth 
this year by Formfit Company, addressed 
to feminine seekers after the form divine. 


Art—with panels of fabric squelch- 
ing over-ambitious bulges fore and 
aft—and sections of firm yet yield- 
ing Lastex treating you to the kind 
of supple loveliness others admire.” 
The Formfit schedule includes 72 
newspapers and calls for six black 
and white 200-line insertions be- 
tween February and June. Two 
rotogravure insertions are also 
scheduled for a majority of these 
newspapers. 

The magazine list, in addition to 
continuation of the schedule used in 
Harper’s Bazaar and Vogue this 
year, includes Mademoiselle, The 
New Yorker, Photoplay and 
Woman’s Home Companion. 

The cooperative arrangement 
covering newespaper copy placed by 
retailers will also be continued as 
well as the plentiful supply of re- 
tailer helps offered by Formfit. 


Local Advertisers 
Increase Use of 


Transcriptions 


New York, Dec. 29.—The accept- 
ance of transcribed programs by 


a consistent increase during 1938, 
according to a survey completed 


electrical transcription service. 


regional radio advertisers it was 
found that more than three-quar- 
ters had utilized transcribed pro- 
grams during the year. Almost half 
of those questioned voted in favor 
of 15-minute transcribed programs; 
a third favored spot announcements 
and the remainder expressed pref- 
erence for local live productions. 

Advertising managers indicated 2 
need for new type programs, with 
5 per cent asserting they were will- 
ing to pioneer a program them- 
selves if it seemed to possess lis 
tener appeal. Program preferences 
were listed as follows: 

Variety, 34 per cent; musicals, 28 
per cent; dramatics, 23 per cent 
educational, 15 per cent. 


—— 


MAILING SERVICE 


Multigraphed letters filled-in equal to 
individually typewritten ones 


ADDRESSING-MIMEOGRAPHING 
THE LETTER SHOP, Inc. 
440 So. Dearborn St. Wabash 8655 
CHICAGO 


— 
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Rare, 


ow budget radio advertisers showed | , 


this week by Charles Michelson, © 


In studying the practices of 25 
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BUILDS COPY STORY Sa s New Process The process differs <r - that used | J. A. Ad Club Votes Coffee Drive Planned 
Y mdb brewers according 0 M:| Reinst Chain Tax A sbring sales drive during 


| 


Milton Goodman, of Lawrence C. Gum- 
sinner Advertising Agency, New York, 
used this block technique to put across 
to dealers the story of the broadened 
copy theme in Norwich Pharmacal Com- 
pany's advertising for Unguentine during 

the new year. | 


Fruit Growers Widen 
Health Beverage 


Theme for Lemons - 
Recalls Tests Made Earl-. 


- a ier in the Midwestern. 
7. Area | 
- a _ 
au Los Angeles, Dec. 28.—The Cali- | 
» fornia Fruit Growers Exchange to- | 
9 day disclosed plans to utilize the 
k results of earlier test campaigns 
. on Sunkist lemons in advertising 
MS the value of lemon juice, soda and 
- water as a healthful early morning 
S drink 
os The campaign will open in Feb- 
ruary, using newspapers, outdoor 
to copy and car cards. Copy will ap- 
in » pear in the Central, Eastern and | 
is )} Atlantic territories. 
. This type of promotion was used 


during the winter of 1936-37 in a/| 
Midwest test drive for Sunkist, a | 
campaign viewed then as an at-| 
tempt to expand Sunkist sales in 
the laxative market. The test in- 
volved a budget of approximately | 
$105,000, with copy including such | 
phrases as “Throw away harsh lax- 
and “Don’t become a lax- 
tive slave.” These phrases aroused 
me criticism, with requests for 
noderation by some of the news- 
pers on the schedule. 


tix - 99 
ives, 


Sales Power Evident 


his and later tests, it was re-| 
orted today, have well demon- 
trated the sales making potential- 
ity of the theme. Consumer sur- 
have indicated that the fre- 
ney of use of lemon juice, soda 
water as a health beverage in- 
ed 52 per cent in the test area 
ing the campaign. 
rge cities reached by newspa- 
advertising, and rural areas 
ed by farm journals, showed 
cal percentages of increase— 
cent. This average was 
vhat reduced by a smaller in- 
in cities under 1,000,000 
ition. 
percentage of families using 
, soda and water as a health 
increased an average of 45 
ent in the entire test area. 
sales increased 33 per cent 
the test. 
The most recent estimate sets 


3D narketable volume for this 
ont: : at 9,602,306 boxes. Early 
—_— ment reports on supplies for 

ming year indicate a crop 
= | tion of 81 per cent of nor- 
“a 4 & Thomas is the agency in 
to | ie 


» NAB Moves 

f “Sonal Association of Broad- 
Pe as moved to 1626 K street, 
» est, Washington, D. C. The 
—_ “phone number is NAtional 2080. 


for Beer Aids 
‘Food Value’ Copy 


(Picture on Page 27) 


New York, Dec. 27.—A new pro- 
motional approach in beer advertis- 
ing, emphasizing increased food 
value available through a brewing 
process which retains original malt- 
yeast vitamins, was projected here 
today by Albert Fischer, of the 
Rotary Extractor Corporation, 
owner of the process. 

Six breweries have been licensed 
to date under patents controlled by 
Rotary Extractor. These companies 
are expected to feature the develop- 
ment in their individual advertising. 


WHAT !/ ANOTHER SURVEY 


...and peek they did into 992 baskets being 
checked out on a busy Saturday afternoon at 
one of the Southland's largest Super Markets.* 


This is what they found: 


488 Baskets, or 49-3/10% Contained From 
1 to 10 Items Featured by KFI Sponsors 


Consider, please, that 75 items carried by this Super 
Market are advertised over KFI, while the market 


retained in the beer rather than 
re-injected after having been re- 
moved. 

He predicted that the process 
would form the basis for campaigns 
stressing beer’s dietetic balance and 
thus making a stronger bid for the 
home market. 

Most recent licensee is the Cent- 
livre Brewing Company, Ft. Wayne, 
Ind. Centlivre, in cooperation 
with Rotary Extractor, has 
launched a campaign in 90 news- 
papers of that territory to feature 
the new treatment of its product. 

Edward L. Sedgwick Company, 
Chicago, is the agency for the Ro- 
tary Extractor Corporation. 


The Los 


Angeles Advertising 
Club has 


passed a_ resolution 
against “any legislation, whether 
federal, state or local, which is 
punitive in nature and is designed 
either to hamper the efficiency of 
or destroy the system of large dis- 
tribution.” 

The club’s resolution was di- 
rected at the chain tax which Con- 
gressman Patman is expected to in- 
troduce at the next session of Con- 
gress. 


Bureau Names Dickinson 


Frederick Dickinson has been ap- 
pointed Western manager of the 
Bureau of Advertising, ANPA, with 
offices in Chicago. He was for- 
merly with McCann-Erickson, Inc. 


March has been planned by the 
joint promotion committee of the 
Pan-American Coffee Bureau and 
the Associated Coffee Industries of 
America. The last week in June, 
1939, has been designated “Iced 
Coffee Week.” 


Storey Heads Club 


Frederick G. Storey, account ex- 
ecutive of Groves-Keen, Inc., At- 
lanta, has been elected president of 
the Atlanta Advertising Club for 
1939. 


Davenport Joins ANA 


Davenport Hosiery Mills, Chatta- 
nooga, Tenn., has been elected to 
membership in the Association of 
National Advertisers. 


———s 


401 


7“ fe 


We think we've got something here! 


Yes, it would be reasonable to conclude that KFI is doing a 


worth while selling job for the 75 products checked on this 


carried a total of 7,400 distinct items. With 75 KFI 


items comprising only 1°, of the total items carried in 
this Super Market, it looked to our somewhat biased 
eyes that 49-3/10% was by way of being slightly 


colossal. 


Lava, 


Naphtha, 20-Mule Team Borax Chips, Tender-leaf Tea, Fleischman's Yeast. 


Taking the figures from the working sheets of FAX-FINDERS we 
have an average of 3 KFI items to a basket, or if you must have 
percentages: 51.5°%/, of the baskets contained 1 item; 27.8%, 
contained 2 items; 12.7%, contained 3 items; 8°/, contained from 


4 to 10 items. 


*We'll be glad to send a complete breakdown 
on this unique market basket survey. 


onde, ©. Qithins. Ine 


KFie« LOS ANGELES « KECA 


EDWARD PETRY & CO. 


e National Sales Representative 


Campbell's Products, Canada Dry, Coco-Malt, 
Albers Products, Grapenuts and Fiakes, Quaker Oats Products, Ruskets, Wheat-Hearts, Wheaties, 
Kraft Products, Skidoo, Sunbrite, Chase & Sanborn, Maxwell House, Red Heart, Marco, Aunt 
Jemima, Bisquick, Gold Medal, Softasilk, Sperry Drifted Snow, Jello, Knox Gelatine, Royal 
Gelatin, Miracle Whip, Johnson's Polishes, Parkay, Crisco, Spry, Snowdrift, Wesson Oil, Camay, 
Fels Naphtha, 


Ivory, Sweetheart, Woodbury's, 


Market Basket Survey. The items included: 


Lucky Lager Beer, Welch's Grape Juice, 


Boraxo, Ivory Flakes, Oxydol, P&G 
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Nine Industries 
Broadcast Optimism 


for New Year 


NBC Symposium Tells. 
Why 1939 Volume Will. 


Be Heavier 


New York, Dec. 29.—Confidence 
that 1939 will see a greater volume 
of business than was brought by 


1938, with the diffusion of pros- 
perity which that improvement 
connotes, was expressed by nine 


leaders of key industries tonight in 
a broadcast over the Red network 
of National Broadcasting Company. 

Even the railroad outlook is 
definitely brighter, according to J. 
J. Pelley, president, Association of 
American Railroads. Others who 
contributed to the symposium were 
T. M. Girdler, president, American 
Iron & Steel Institute; Paul S. Wil- 
lis, president, Associated Grocery 
Manufacturers of America; Saul 
Cohn, president, National Retail 
Dry Goods Association; Edwin S. 
Friendly, chairman, Bureau of Ad- 
vertising, American Newspaper 
Publishers Association; Dr. John F. 
Anderson, president, American 
Drug Manufacturers’ Association; 
Alvan Macauley, president, Auto- 
mobile Manufacturers Association; 
Joseph Schenck, president, Motion 
Picture Producers, and Philip A. 


Benson, president, American Bank- | 


ers Association. 


Mr. Pelley based his prediction 


for more railroad prosperity on the | 


improvement in general business, 
and the belief that a sound and 
consistent national policy governing 
transportation will be adopted. If 
railroad earnings improve, as the 
outlook suggests, the roads will re- 
sume buying everything they need, 
from pins and lead pencils to lo- 
comotives and steel bridges, he said, 
thus lending impetus to the upward 
spiral. 


Autos to Rescue 


Mr. Girdler, the steel representa- 
tive, said that the automotive in- 
dustry has pulled steel out of the 
doldrums and the building field is 
also contributing some welcome 
tonnage. The industry’s chief prob- 


lem is how to produce a satisfac- | 
. | 
in the 


tory return to stockholders 
face of high wages and other costs. 

Mr. Schenck said for the motion 
picture industry that the screen is 
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DE SOTO EMPLOYS NEW COLOR PHOTOGRAPHY 


magazines. 


in addition to a medium for mass 
entertainment, the most effective 
salesman of American products yet 
|devised. 

| Mr. Willis said that the grocery 
manufacturers comprising the 
membership of his organization 
are generally optimistic, with 91 
per cent expecting better business 
jin 1939 than the year just ended. 
|The low prices prevailing in the 
igrocery field are a contribution to 
purchasing power, he 


consumer 
added. 

Mr. Cohn, representing the coun- 
itry’s big retailers, said that busi- 
ness has profited by an increased 
|awareness of its obligation to the 
public and its partners—labor. 


Viewpoint of Retailers 


| “Retailers will do more and 
|more to carry out policies helpful 
jto communities in which they oper- 
ate,” he said; “to acquaint em- 
|ployes with the clear meaning of 
these policies and give fitting re- 
wards for following them; to sense 
the public desire so that these poli- 


cies will respond to the rational 
feeling of the everyday man and 
woman.” 

Mr. Friendly, speaking for the 


newspapers, said that 1939 will be 
a better year than 1938. 

“How much better,” he said, “de- 
pends upon the courage which we 
and our government show—in fac- 
ing facts, in not only admitting our 


errors, but correcting them without 
delay.” 

Mr. Anderson, representing the 
drug industry, said that new and 
better products will speed up the 
business machine and alleviate hu- 


man suffering. 

Mr. Macauley, veteran of the au- 
tomotive industry, predicted 1939 
production of 20 per cent above 
that of 1938, returning 90,000 more 
men to work making the cars, and 
creating 150,000 more jobs in allied 
supply fields 


Mr. Benson, the banker, said that 
financial institutions are offering 
the broadest service in their his- 


tory to meet 
ifor credit 


the myriad demands 


facilities 


Two to Donnelley 

J. A. Zurn Mfg. Company, Erie, 
Pa., has appointed Lee Donnelley 
Company, Cleveland, to handle ad- 


vertising of its line of building 
drainage products. Business papers 
and direct mail will be used. Steel 
Improvement & Forge Company, 
Cleveland, has also named _ the 
agency to place its account. R. A 
Fryer has joined the creative staff 


The development of a new type of Kodachrome film signalizes expanded use of 
color photography by the De Soto Division of Chrysler Corporation in national 
Myrna Loy is the first of a galaxy of Hollywood stars who will 
appear for the automobile company. J. Stirling Getchell is the agency. 


' Rorabaugh Forms 


‘Spot Radio 
Checking Service 


Philadelphia, Dec. 28.—With two 
iclients on its books, the Rorabaugh 
|Company, recently formed here to 
|lcheck spot announcements, an- 
nounced today that it will shortly 
open offices in New York and Chi- 
icago, with a further expansion to 
ithe Pacific Coast to follow. 


| Duke Rorabaugh, who recently re- 


signed as radio director of the 
Blaine Thompson Agency, New 
York, to give it an actual trial. 


Procter & Gamble Company is us- 
jing the checking service for Ivory 
|soap, while White Laboratories has 
jadopted it for Feen-a-mint, the lat- 
iter being the pioneer in the new 
field. 

Mr. Rorabaugh, using the 
ices of the corps of college students 
icreated by research organizations, 
jwill lay emphasis on the effective- 


iness with which spot announce- 
ments are delivered, since there 
has been little question of radio 


stations performing the services re- 
quired by their contracts. 


Mr. Rorabaugh has developed 
three checking methods. The first 
is the “closed” method, by which 
the listener checks scheduled broad- 
casts without the station’s knowl- 
edge. The second is the “open” 
system, under which the checker 
cooperates with the station. The 
third is the “cooperative” method, 
under which the listener contacts 
the station in advance to learn of 


any changes in broadcasting sched- 
ules. Under this method, the check- 
er merely tunes in at certain times 

Fees for the Rorabaugh service 
range from 65 cents for a spot an- 
nouncement to $1 for 15-minute 
broadcasts. 


Advanced by Agency 


Bernard I. Brownold and Ralph 
Weinbaum have been appointed 
vice-presidents of Grey Advertis- 
ing Agency, New York. Mr 
Brownold has been with Grey for 
17 years, and Mr. Weinbaum for 
the past five years. 


Bain to Woodward 
| G.v 
cago office of John B. Woodward, 
Inc., newspaper representative. Mr 
Bain has been in the Chicago and 
Detroit offices of Scripps - Howard 
Newspapers for seven years. 


Ratio of New Car ; 


Buyers Declined 
During 1938 


The creator of the new service is | 


serv- | 


Bain has joined the Chi- | 


Trend Accelerated by 
Taxes, Drop in Buying 
Power 


| New York, Dec. 28.—That the re- 
| lative number of new car buyers in 
| the American automobile market 

has shrunk one-quarter since 1929, 
| is revealed in a study just com- 
| pleted by the American Petroleum 

Industries Committee. 
| According to the survey, only 
three out of every ten buyers of 
/}automobiles in 1938 purchased new 
cars, compared with four out of ten 
|in 1929. Expressed in another way, 
| there were approximately 260 used 
| car buyers for every 100 new car 
|buyers in the first ten months of 
| this year while in 1929 the ratio was 
| 128 to 100. In 1937, a good year for 
new car sales, the ratio was 174 
used to 100 new. 

This shrinkage of the new car 
market is ascribed by the Petroleum 
Industries Committee to three fac- 
tors: expanding automobile owner- 
ship among lower income groups; 
lessened buying power of families 
ordinarily in the class of new car 
prospects; and increased demands of 
automotive taxation. 


Growth of Ownership 


The survey points out that prior 
| to 1922, car ownership was limited 


.|to families of above the average 


|means. In the next seven years the 
|industry saw its greatest expansion 
'and ownership grew from less than 
/ 11,000,000 to more than 23,000,000. 
| “During the years following,” says 
the committee, “automobile owner- 
|ship contracted and it was not un- 
| til 1936 that registrations returned 
|to the 1929 level. In 1938 automo- 
|bile registrations stood around 25,- 
|000,000, the gain of 2,000,000 over 
| 1929 resulting chiefly from a re- 
|sumed expansion of ownership 
|}among families of modest or low 
| income. 

| “However, it is believed that re- 
cent expansion of automobile own- 
ership among families of less than 
$30 per week income does not ac- 
count for the big change in ratio of 
new cars to used car buyers. Other 
factors must have been at work, 
such as lessened purchasing power, 
growing burden of taxation and the 
concerted drive to promote sales of 
|}used cars. There is a tendency for 
many families who would be poten- 
tial buyers of new cars to be pushed 
into the used car class.” 


Drive for Stock Exchange 

| The Los Angeles Stock Exchange 
|will launch a campaign shortly in 
|newspapers in California and in the 
|East. Elwood J. Robinson Advertis- 
ing Agency, Los Angeles, is the 
agency. 


Ricker to Malkiel 

David Malkiel Advertising Agency, 
Boston, has been appointed to han- 
dle the advertising of Hiram Ricker 
& Sons for Poland Spring House, 
Poland water, club soda, ginger ale 
and Poland mixers. 


Gets Jolene Shoes 

Tober Saifer Shoe Company, St 
Louis, distributor of Jolene foot- 
wear, has appointed Robert Laser- 
sohn & Co., St. Louis, agency 
for all its divisions. Radio and di- 
rect mail will be used. 


as 


Kinney Promoted 
Irvin C. 
pointed 


has been 
sales for 


Kinney 
manager of 


ap- 


the Tennessee Coal, Iron & Railroad 
Company, Birmingham, Ala. 
was formerly advertising manager. 


Approve $25,000 Drive 


The city commission of San An- 
jtonio, Tex., has approved a $25,000 
jadvertising campaign to be placed 
in newspapers in the East and Mid- 
dlewest through Wyatt, Aniot & 
Auld 


the 
sheet and wire products division of 


He 


Cooperation Puts 


$10,000,000 in 
New England Tills 


New York, Dec. 28.—Cooperative 
efforts of nine chain stores in a 
campaign to sell New Englanders on 
their own products were today re- 
ported highly successful by Arthur 
H. Rogow, with total sales set at 
$10,000,000. Mr. Rogow is chair- 
man of the Chain Store Committee 
for New England Prosperity, the or- 
ganization formed to handle the ten 
day campaign which closed Nov. 12. 

Participants in the campaign were 
Sears, Roebuck & Co., the Great 
Atlantic & Pacific Tea Company, Lig- 
gett Drug Company, First National 
Stores, W. T. Grant Company, F. W. 
Woolworth Company, S. S. Kresge 
Company, Kennedy-Ames, Inc., and 
Thom McAn Shoe Company. As the 
campaign progressed, other mer- 
chants, including members of the 
Massachusetts Retail Grocers Asso- 
ciation, joined forces with the 
chains. 

According to Mr. Rogow, the cam- 
paign resulted from a challenge of 
the New England Council, calling 
on business to help itself through 
active promotion. The campaign 
opened Nov. 3 with paid advertising 
and special sections in four Boston 
newspapers and in other cities from 
Maine to Connecticut. 

During the ten day period, all 
stores featured home produced and 
home grown products. Advertising 
budgets were substantially _in- 
creased, the average amounting to 
41 per cent for the drive. 

The success of the campaign, Mr. 
Rogow said, has inspired formation 
of the Permanent Committee for 
New England Prosperity. This 
group, representing farmers, con- 
sumers, manufacturers and retail- 
ers, will work toward coordination 
of marketing facilities in leveling 
off peaks and valleys of production 
and sales in the area. 


To Distribute Dunhills 


Philip Morris & Co., Ltd., New 
York, has been appointed sole 
United States distributor for the 
jnew 15-cent brand of Dunhill cig- 
arettes. No advertising plans have 
been projected as yet. 


Moss Joins Reichner 


Walter M. Moss, formerly with 
Blackett - Sample - Hummert, and 
Griffes-Bell Company, New York, 
|has been appointed research direc- 
tor by Morgan Reichner & Co., 
|New York. 
es 
-WSAR Appoints McGillvra 


| Joseph Hershey McGillvra, New 
'York, has been appointed exclusive 
national representative of WSAR, 
| Fall River, Mass., member of the 
Mutual Broadcasting System, and 
|the Yankee and Colonial Networks. 


| 


| “Reporter” Names Austin 


; 

| Men’s Apparel Reporter, New 
| York, has appointed Laurence Aus- 
| tin, 360 N. Michigan avenue, Chi- 


|cago, as Western representative. 
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PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 


| 
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| cost with largest bona fide list. 
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lf a century 
thward into 
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thousands of 


hardy pioneers rushed 
10oma, each trying to establish his 
Na new land. Along with them came 


ritage to this humble beginning 


ix years ago The Oklahoma Publishing Com 
fn indeda hv a grour of four mer ry} ] alive to the 
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new territory. EK. Gaylord was a member 


jroup. They acquired first The Daily Oklahoman 


imes was purchased at a sheriff's sale 


iay, E. K. Gaylord heads a greater Oklahoma Pub- 


mpany. He has guided The Daily Oklahoman 
o “Stee T » $ - = e AY 
1 City Times to a top ranking position among 
evening and Sunday newspapers of the South 
. cr 1 } sar le ley 1; Ar ee = 
1as converted the weekly edition of The L 


man into the greatest tarm paper in Oklahoma and 


He has seen the establishment of the most listenea- 


t 
‘ ‘ +--+ LI ie ~-+ - 
nif ne ATE rie € onea e cre 
trrvtea moact COM Y lete ? r rom rice? al 
si . 


witnessed the affiliation c oloradc two 
TA -tryti en +1 r +) ~ . , amen? 
radio stations under the same management 


It is of this institution that a Sales Management reporter 
wrote ‘Whereas in the broad field of advertising one finds 
considerable conflict between different types of media, here 
in Oklahoma one iinds it difficult to distinguish between the 
interests, activities and enthusiasm of the principal execu- 
tives, whether the matter on deck refers to a newspaper, 
4 magazine or a radio station. It is an illuminating picture 
of blending media without prejudice in policy or practice 


The Oklahoma Publishing Company takes pride in its 
accomplishments. but it takes an even keener pride in the 


loyalty of reader and listener and the friendliness of adver- 
tisers that have made these accomplishments possible 
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April 22, 1939, finds all of 
Oklahoma celebrating the 50th 


Ba anniversary of the “Run of “So.” 


To picture The Oklahoma Publishing Com- 
pany of today, a series of brochures is now 
on the press, depicting its seven properties. 

First in the series will be delivered shortly. 
If you fail to get a copy, write for it. Use 
your company letterhead, please. 


THE OKLAHOMA PUBLISHING CO. 


OKLAHOMA CITY 
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ADVERTISING AGE 


January 2, 1939 


a. 


Copy Dilemma 
Produces Unusual 
Advertising Theme 


Emergency Stunt for In- 
ternational Nickel Fills 
the Gap 


New York, Dec. 28.—That copy- 
writing is an art which involves 
more than the ability to meet the 
test of pre-evaluation standards, 
not the least of which is resource- 
fulness in coping with emergen- 
cies, was dramatically illustrated 
this week in a full-page insertion 
of International Nickel Company 
in Time. The piece of copy repre- 
sents a sort of strange interlude in 
a carefully planned campaign and 
shows how the best laid plans of 
copywriters, as well as mice and 
men, can go astray. 

Completely unorthodox, the ad- 
vertisement accentuates the copy- 
writer’s difficulty in achieving his 
goal. The headline says: “All 
right, Mr. President, you write this 
ad!”, and there is a picture of a 
waste basket filled with rejected 
layouts. 

The insertion wasn’t a gag. It 
was actually the inspired, last-min- 
ute effort to fill a gap when a pre- 
viously approved piece of copy got 
tangled up in military red tape, 
and advertiser executives couldn’t 
agree on agency suggestions for a 
substitute. Here is the story: 

International Nickel Company 
has been running a series of adver- 
tisements in Time, through Mar- 
schalk & Pratt. Addressed to ex- 
ecutives, each piece of copy was 
built around specific industrial ap- 
plications of Monel metal, and 
other International products. Pre- 
testing by the agency’s own stand- 
ardized technique (the Giellerup 
system) featured the preparation 
of all the copy and excellent results 
were reported. 


Military Subject Taboo 


According to original plans, copy 
for the Dec. 26 issue of Time was 
to be another of the series, built 
around a Monel installation in an 
army hospital. It was a good ad. 
The advertiser approved the copy 
and it was set up and plated. But 
at the last minute there came an 
objection from army officials and 
for reasons of military policy they 
decided not to release the story of 
the installation for publication. 

It was close to deadline for the 
issue and Marshalk & Pratt’s 
copy department went into a frenzy 
of activity to supply a last minute 
substitute. A consultation with the 
advertiser determined the theme. 
It was to be an advertisement on 
six different alloys, featuring re- 
cent developments which have 
overcome difficulties involved in 
their application to certain uses in 
the past. But at the International 


Thousands of ready-to-use illus- 
ere 
inspection. 


subjects, 
your 
Write, wire or phone 


KAUFMANN & FABRY CO. 
425 S. Wabash Avenue + Chicago 
Telephone Harrison 3135 
106 West 43rd St.,. NEW YORK 


trations, on all 


available for 


EMERGENCY BRINGS RA 


I write over a million dollars’ worth 
of advertising every feat, and it’s a 
faut assumption I've learned my trade. 
Bur { admit I'm stumped. 


Maybe it’s because you sit in the 
president's office, and I'm stymied by 
the thought that 1 ought to treat you 
with extra special care, Bur if 1 just 
give you the facts, can YOU turn 
them into an advertisement that would 
“tir up your imagination and rouse the 
vision of other men of your type? 

The Facts: During the last six 
sears--three years, even-- remarkable 
achievements have been made in pro- 
ducng new metals, Take the Nickel 
copper alloys: Five totally new types 
have been creaved in that time by 
Imernational Nickel, One of these - 
“R” Monel is the strongest and 
toughest non-ferrous material thet can 
be inachined freely by high «peed auto- 
matic screw machines, 


and ha.dnew far ber 
Among thes¢ new 


repeated changes of 


manifolds. Ita high 
able, ton: 80,900- 
square inch, Lacone! 


tions it retsine its 
Bur let's get ont 


Another of these allays can be heat 
reared, easily, ww exceed suremeths 
that a few years ago were reached only 
vy heat treated alloy steels. 


few years ato, 
“K" Monel rods, 
Stilt another iy “S"” Monel, a find 


lor inanufacturers who want corrosion 
resistant castings that, at clevated tem- 


145,000 psi. and 
hardorss; Z-Nickel 


brought the agency cop 


peratures, will retain theie strength 


be included Lavonel*, which defies high 
temperatures and the stress of many 


0° F. to 1600°, The leading airplane 
manufacturers we Inconel for engine 


springs for high temperatute service, 
because even under those severe condi- 


Are you sure you've kept up-to- 
date on what's happened to Monel it- 
self? 1f your facts sre mote than two 
years old, they're now out-dared by 
new firures on Brinell, tensile serength, 
and « on: aod by new facts shout ease 
of machining, evil] finishes and meth- 
ods of fabrication which change the 
picture greatly from what it was a 


with tensile strength of 110,000 to 


240,000 and 100-200 respectively ; and 


RE COPY ACHIEVEMENT 


mh ea _ Cam words lite *startling"’, if 
ep —i “astounding” and’? atwwtug’' make the fol- ; 


hwing facts any more dramatic? You tell me. 


i) 


Nickel-elad steel and wit gtad 
ster! are also little known to most 
users of industrial equipment, 


Now I admit shar these faces are 
pretty cold-turkeg; but would they 4 
wormed up and made more pier 
for a man tm your position if [ iv 
cluded pictures of Boulder Dam, the 
country’s leading plastics plants, dir- 
tilleries, oil refineries and power plants, 
and 0 on, or even much romantic rub- 
jects @ airliners and Coast Gaard 
weasels? 


lf you think they'd be effective in 
selling sou~—and your friends axd asso- 
ciates-have your secretary write for 
“6 Minutes with 6 Metals” which 
gives a snapshot view of all the facts, 
in a pocket-size booklet that you can 
read in a tenth of an hour, It gives you 
engineering data I've only touched on, 
as well as photographic examples of 
the many different types of industrial 
equipment made of Inco’s new metals, 
proved in successful use, 

Tell the young lady to address+The 
International Nickel Company, Lnc., 
67 Wall Street, New York, N. Y., and 
ask for "6 Minutes with 6 Metals.” 
eg, a, Pat. Off. 


ter than steel. 
alloys should alse 


temperature from 


strength is valu- 
130,000 Ths, per 
i is also used for 


spring properties. 


bars and forgings 


190-290 Brinell 
wire 200,000 to 


This International Nickel advertising message was the result of a dilemma which 


ywriter to his wit's end. 


Nickel Company there is a separate 
department for each alloy and each 
department has a separate man- 
ager. Widely different in nature, 
these alloys serve a _ variety of 
fields, from roofing to ship propel- 
lers, from hospitals to power 
plants—and all of the department 
managers had to agree on the copy 
before it could be used. 

Idea followed idea, and layout 
after layout went into the waste 
basket. Bill Freeman, who was 
writing the copy at Marschalk & 
Pratt, was getting a little desperate. 
So was S. L. Meulendyke, account 
executive. Time was getting short, 
and Time’s deadline was getting 
perilously close. 


Desperation Furnishes Theme | 


After he had drafted eight or 
ten advertisements, without getting 
any unanimity of thought from the 
metal men, Mr. Freeman took a 
fresh piece of paper and wrote: 

“I write over a million dollar’s 
worth of advertising copy every 
year, and it’s a fair assumption 
that I’ve learned my trade. But I 
admit I’m stumped. Maybe it’s be- 
cause you sit in the president’s of- 
fice and I’m _ stymied by the 
thought that I ought to treat you 
with extra special care. But if I} 
just give you the facts, can you| 
turn them into an advertisement 
that would stir up your imagina- 
tion and rouse the vision of other | 
men of your type?” 


From that he went into a simple, | 
non-technical outline of the facts 
‘about International Nickel prod- 
ucts, employing throughout the 
technique of simulating a conver- 
isation with the executive whom he 
laddressed at the opening. For in- 
jstance, after giving a_ sketchy 
resume of important research de- 


recent nickel-copper alloys, he| 
says: 
| “Now, I admit these facts are 


| pretty cold-turkey but would they 
be warmed up and made more pal- 
atable for a man in your position 
if I ineluded pictures of Boulder 
Dam, the country’s leading plastic 
plants, oil refineries, and power 
plants, and so on, or even such 
romantic subjects as airliners and 
coast guard vessels?” 

Mr. Freeman slapped on the ap- 
|propriate headline, sketched in the 
|bulging waste basket of rejected 


Phone Bryant $-6682 ideas, and turned the layout over | cecretary-treasu 


| Advertising 


jtised.” 


| 


' 
| velopments on Monel and the more | 


to the account executive who 
promptly turned thumbs down on 
the whole thing. Later, however, 
Mr. Meulendyke changed his mind, 
put the “desperation” copy in with 
several other layouts, and submit- 
ted them all, without comment, to 


the advertiser. In a_ jiffy the 
choice was made. The department 
heads were unanimous. And so 


the copywriter’s tale of woe found 
its way into print. 

Mr. Freeman ended up his text 
with a bid for inquiries, offering to 
those interested a booklet entitled 
“6 Minutes with 6 Metals,” which 
gives the whole story of the Inter- 
national Nickel line. 


Parliamentarian 
Seeks Legislative 
Control of Copy 


London, England, Dec. 20.—A 
plea for legislative control of ad- 
vertising was sounded here last 
week by H. G. Strauss, M. P., Par- 
liamentary private secretary to the 
Attorney General, who addressed 
the Incorporated Advertising Man- 
agers’ Association. 

Private enterprise is threatened, 
Mr. Strauss said, remarking that 
bad advertising might be its Achil- 
les’ heel. Business men must cease 
abuse of advertising if they wish 
it to continue, he asserted. 

Mr. Strauss was critical of the 
campaign recently launched by the 
Association of Great 
Britain, with its slogans: “You can 
rely on advertised goods,” and 
\“Only the best goods are 
Both of these slogans, he 
argued, are untrue and therefore 
worthless. 

He also criticized air advertising 
because of its noise and distraction 
land protested against despoilage of 
rural and urban scenery by outdoor 
advertising. 


Sparks Heads Coast 
‘Newspaper Reps 

Floyd L. Sparks, West-Holliday 
|\Company, has been elected presi- 
dent of the San Francisco News- 
|paper Representatives’ Association. 
| Other new officers are Ronald 
Claypool, Williams, Lawrence & 


|Cresmer, vice-president, and Charles | | 


| Reed, Noee, Rothenburg & Jann, 
rer. 


Rising Income 
Spurs Buying of 
Toilet Goods 


Female Purchases Indi- 
cate Wider Range Than 
Males’ 


Washington, D. C., Dec. 29.— 
Consumption of tooth paste and 
powder and mouth washes has a 
direct relation to the income of the 
consumer and may be _ increased 
500 per cent by judicious selection 
of the audience. Extremes in ex- 
penditures for cosmetics are even 
more startling, ranging from noth- 
ing to $12. 

Investments in shaving soap and 

cream are less dependent on the 
income factor, those of the average 
family ranging from $1 to $2, ac- 
cording to income. The average 
expenditure for other toilet articles 
and preparations, including cleans- 
ing tissues, powder puffs and sani- 
tary supplies, is from 50 cents to 
$2, with the income factor again 
exercising sway. 
These are the salient points un- 
covered by the Consumer Purchase 
Study, a Works Progress Adminis- 
tration project carried out by sev- 
eral cooperating government or- 
ganizations. The survey embraced 
1,500 non-relief families of Astoria, 
Eugene and Klamath Falls, Oreg., 
and Olympia, Wash., whose expen- 
ditures for tooth paste, powder and 
mouth washes ranged from $1 to 
$6, depending on income. Families 
receiving $500 or less per year 
spent only $1 for these items. When 
income rose above $500, the invest- 
ment doubled, and when it reached 
the $750-$1,250 mark, it tripled. 
Families receiving from $4,000 to 
$10,000 spent $6 for these items. 


Income for Beauty 


As soon as incomes permitted, 
cosmetics was one of the items 
added to the family budget. In 
families with less than $500 income, 
expenditures for cosmetics were 
nil. But even with incomes from 
$500 to $750, an average of $3 a 
year was managed for these aids to 
beauty, the same as the amount 
spent for toilet soap, and a third 
more than the $2 spent on tooth 
paste, tooth powders and mouth 
washes. 

By the time income had reached 
the $1,750 level, the family cosmetic 
bill had doubled to $6. It contin- 
ued to increase as income was 
stepped up, and the average for 
$5,000-$10,000 families was $12. 

The average amount spent by 
men of these families on shaving 
soap and cream varied little. While 
an average of less than 50 cents 
was found for families with in- 
comes under $500, it remained $1 
for the families in the next four 
classes, until incomes reached as 
much as $1,500 a year; then the 
average expenditure for these ar- 
ticles doubled to $2. That amount 
seemed to represent maximum ex- 


penditure even when _ incomes 
reached $10,000 a year. 
Expenditures for tooth paste, 


powders, and mouth washes also 


adver- | 


|increased with purchasing power. 
|\Families of the lowest income class 
|spent an average of $1 a year for 
these items, but the expenditure 


a 


doubled as soon as incomes rose 
above $500, tripled when incomes 
were from $750 to $1,250. And fam. 
ilies with incomes from $4,000 to 
$10,000 spent six times as much on 
these items as those in the lowest 
income class—$6 instead of $1. 
Other toilet articles and prepara- 
tions, including cleansing tissues, 
powder puffs, and sanitary supplies, 
represented an average expenditure 
of less than 50 cents a year to fam. 
ilies with incomes under $750, and 
only $1 for families at all the other 
income levels except those getting 
$4,000 or more. At that level and 
above, the amount increased to $2, 


Students Discover 
Why and How of 
Window Displays 


Lansing, Mich., Dec. 28.—A cen- 
tral theme, a limited number of ar- 
ticles and tie-ups with other forms 
of advertising were set forth today 
as three of six important points in 
window display technique, accord- 
ing to a survey recently completed 
here. 

This survey is the work of two 
Michigan State College students, 
Marion Patch and Lottie Lawson, 
and is based upon a study of con- 
sumer reactions to displays in Lan- 
sing stores. Other points com- 
mented on in the survey are the 
use of price cards, color and the 
amount of printed matter advis- 
able. 

Seventy-nine per cent of those 
queried said that fewer articles in 
window displays aroused more in- 
terest. Sixty-one per cent empha- 
sized the greater appeal of windows 
with a central theme. Price cards 
were desired by 68 per cent of 
those queried. 

Color was also held important, 
although the response indicated 
that the window need not follow a 
definite scheme in this respect. Few 
people stop to read large amounts 
of printed matter in window dis- 
plays, it was evidenced, with 66 per 
cent asserting that such material 
was unimportant. 

About 71 per cent of those inter- 
viewed in the survey emphasized 
the value of tying in newspaper or 
other copy with window displays. 
These answers indicated that this 
technique was highly important in 
stimulating consumer response. 


Crandal Heads Radio 


Donald H. Crandal has been ap- 
pointed radio production director of 
H. Charles Sieck, Inc., Los Angeles 
agency. He has been identified 
with radio and drama for many 
years. 


Newton Advanced 


Millard H. Newton, formerly ad- 
vertising manager of Radio Today, 
has been named advertising man- 
ager of Electrical Week, New York 
Both publications are published by 
Caldwell-Clements-Herring. 


Aubuchon with Parry 

Cliff W. Aubuchon, formerly ad- 
vertising director of the St. Louis 
Star-Times, has been appointed 
business manager of Thomas W 
Parry Corporation, St. Louis, pub- 
lic relations organization. 


To Vanderbie & Rubens 


Vanderbie & Rubens, New York 


has been appointed to handle the 
advertising of Ferries Managemen! 
Corporation, New York. Louls 
Moore is account executive. 


| 
| 
| 


| 


Garner and Grant will 


| 


| The Miami Herald 


| 
| MIAMI, FLORIDA 

TAKES PLEASURE IN ANNOUNCING THE APPOINTMENT OF 
} STORY, BROOKS AND FINLEY 


NEW YORK—PHILADELPHIA—CHICAGO—CLEVELAND—SAN FRANCISCO 
As 
NATIONAL ADVERTISING REPRESENTATIVES 
EFFECTIVE JANUARY 1, 


continue to represent The Miami Herald in 
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~ GLORIFYING BOSTON 


This electrically-heated baked bean pot, 
designed by H. J. Heinz Company for 
lunch counters and soda fountains, will 


be merchandised with increasing ag- 

cressiveness during 1939. The company 

has also scored with its “Magic Kitchen,” 

» quick-order device for serving other 
Heinz products. 


Art and Color 
Held Harmful fo 
Direct Mail Quality 


Survey Shows Trend 
Away from Emphasis on 
Sales Copy 


New York, Dec. 28.—Increased 
emphasis on art work and color in 
direct mail advertising has reacted 
to the detriment of the copy, de- 


\spite the fact that most advertis- 


ers build mail campaigns around 


i copy, it was revealed here in a sur- 


vey just completed by the Blanch- 
ard Press. 

Summarizing returns’ received 
from over 1,000 business execu- 
tives and agency men, the report 
of the study said: “The increased 
use of art work has steered atten- 
tion away from the copy, so that in 
many cases the copywriting does 
not stand up as it should. The 
trend, and it is a harmful one, is 
to go in for lavish art work and 
layout and let the copy take care 
of itself.” 

The survey showed a trend to- 
ward standardization of direct 
mail copywriting, in the constant 
effort to get away from the stigma 
of over-writing. The repeated use 


g of straight selling copy, according 


to the report, has made much di- 
rect mail uninteresting. “A little 

light and shade, a lit’: mixing of 
)punches, a little variation of word 
gand sentence tone will do wonders 
jin turning an average piece into a 
» top-notch one,” it was said. 


Agencies Small Factor 


The research also showed that 72 
> cent of all direct mail is pro- 
duced in company advertising de- 
pPartments, 24 per cent by the com- 
efforts of advertiser and 
gency, and only 4 per cent en- 
y ly by the agency. 
: and agencies re- 
sYcaled marked variances of opin- 
to why the agencies should 


Bplay such a small part in direct 
lai Advertisers expressed the 
that the medium is so person- 
that close supervision by 
‘ ny executives is necessary. 
gencies demand freedom of 
1 and supervision if they 
participate in a mail cam- 

ign, it was asserted. 
; y men stated that one rea- 
‘ they do not handle more 
ivertising is unsatisfactory 
ion arrangements. They 
that they could afford to 
their energies on direct 


employed. Only 12 per 
t mail separately. 
igh 72 per cent of the di- 


volume is handled by the 


an - 


without 
’. much of the production 


which reported complete 
of mail 


y if it was a part of a gen- | 
paign in which other me- | 


the agencies reported hand- | 


assistance from | 


‘farmed out” to free lance | 
Fifty-five per cent of the 


advertising de- 


clared that at least part of the 
work was done outside. 

According to the Blanchard sur- 
vey, a typical piece of mail copy 
is produced in this way: A com- 
pany executive works out a rough 
format, idea and copy, turns it over 
to a free lance copywriter who pol- 
ishes up the copy and layout. The 
executive approves the job, and 
calls in a printer’s layout man for 
a finished layout. A free lance ar- 
tist does the finished art work, and 
the printer handles production. 

Direct mail is more effective if 
tied in with promotion in other me- 
dia, 64 per cent of the advertisers 
and 84 per cent of the agencies 
agreed. Both also agreed that pub- 
lications are the best complemen- 
tary medium. 


Judges Ponder NBC 
Argument Against 


State Radio Law 


Trenton, N. J., Dec. 27.—National 
Broadcasting Company’s attack on 
the state law requiring approval of 
the public utility commission for 
construction of radio transmitters, 
was submitted to three judges in 
federal court here last week. At 
the same time the court was asked 
to restrain the state authorities 
from interfering with the operation 
of Station W2XDG at Bound Brook. 

Former federal judge Thomas W. 
Haight appeared for NBC and 
argued that the state law was un- 
constitutional because it conflicted 


with exclusive control of radio 
»roadcasting facilities by the Fed- 
eral Communications Commission. 
He pointed out that there is no sim- 
ilar state law in existence. Counsel 
|for the public utilities commission 
contended that the law was neces- 
sary to safeguard 102 police broad- 
rasting stations in New Jersey. 
Having obtained federal approval 
for the construction of Station 
N2XDG, NBC refused to comply 


Four Join K& E 


Kenyon & Eckhardt, New York, 
has added Gerald Link, formerly 
with Arthur Kudner, as art direc- 
tor. Ruth Oviatt, formerly with J. 
Walter Thompson Company, New 
York, has joined the publicity de- 
partment, and Marian Squire, for 
merly with Variety and Ernest K. 
Kosting, formerly with Columbia 
Broadcasting System, have been 
added to the copy department. 


| vith the state law, and the present ° = 
suit is in answer to action initiated Lefton Appointed 
»y the state. Decision is expected Dietetic Research Laboratories, 


specialist in vitamin and mineral 
products, Bloomfield, N. J., has ap- 
pointed Al Paul Lefton Company, 
New York, as agency. A campaign 
is being planned for a new product, 
M. V. M. vitamin and mineral 
perles. 


shortly. 


‘ _ s, 
Leaves “Congratulations’ 
| ‘Dorothy Hurst has resigned as 
| advertising director of Congratula- 
| tions, New York. 
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| WNAC Boston 

| WTIC Hartford 

| WEAN Providence 

| WTAG Worcester 
jBridgeport 


wice |New Haven 
WNLC New London 
WCSH Portland 
WLBZ Bangor 


WFEA Manchester 
WSAR Fall River 
WNBH_ New Bedford 
WHAI Greenfield 


W L L H — 


Lawrence 
WLNH Laconia 
WRDO Augusta 


Lewiston 
WCOU 96 


IMPACT / 


—to pound home 
your message 
in New England's 
major markets 


HE emphasis of your sales messages in New 

England must be spread over many key 
markets, situated throughout that extensive ter- 
ritory from the Connecticut shore of Long Island 
Sound to Aroostook County in Maine. 


Coverage so effective and comprehensive 
demands an unusual medium. This is provided by 
The Yankee Network with 16 popular local sta- 
tions located in the urban shopping centers of all 
important trading areas. 


Through these 16 stations, giving direct access 
to all cities of 100,000 population and over and 
many in-between centers, you may reach more 
than 8,000,000 prospective customers with a 
campaign of such impact that its results are cer- 
tain to be registered, with surprising speed, in 
your sales for this area. 


This is the most complete radio coverage of 
New England you can buy at any price. 


EDWARD PETRY & CO., INC. 


Exclusive National Sales Representative 
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1939 


Advertising A 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Vark Reg 


New York Office, 330 W. 42nd St. 


tered 


Publication Office. 100 E. Ohio St., Chicago 


Patent Office 


» I 9 


ISSUED EVERY MONDAY BY ADVERTISING PUBLICATONS, INC. 


Tel. Del. 1337 
Tel. BRyant 9-6432 


G. D. CRAIN, Jr., President and Publisher 
S. R. BERNSTEIN, Vice-President. O. L. BRUNS, Vice-President. E. KEBBY, Secretary 


Editorial Department 


IRWIN ROBINSON, Managing Editor; WALTER L. McCAIN, Eastern Editor; MURRAY 
E. CRAIN, Western Editor; RICHARD B. ESPEY, A. P. MILLS, RALPH O. McGRAW, 
E. KOLLER and E. C. HALL, Associate Editors 


Correspondents in All Principal Cities 


Advertising Department 


NEW YORK: M. D. Hicks, Eastern Advertising Manager; E. F. Thayer, Philip W. 


Murphy, L. S. Irwin. 
Gafford. 
Manager. 


Audit Bureau of Circulations, Associated 


S. R. BERNSTEIN, Director of Research and Promotion. 


MEMBER 


Association, Advertising Federation of America 


CHICAGO: O. L. Bruns, Western Advertising Manager; J. C. | 
SAN FRANCISCO: Simpson-Reilly, Ltd., Russ Bldg. Walter S. Reilly, 
LOS ANGELES: Simpson-Reilly, Ltd., Garfield Bldg., N. F. Loundagin, 

Manager. ATLANTA: B. Frank Cook, Walton Building. | 


Business Papers, Inc., National Publishers 


Vol. 10, No. | 


Because advertising volume bears 
a close and significant relationship 
to the volume of business, activity 
in this field will be considerably in- 
creased in 1939. All business indi- 
cators point to a continued rise in 
industrial and business volume, and 
it is certain that unless some unex- 
pected factors develop, 
sales and advertising will be on a 
considerably higher level compared 
with 1938. It is more than likely 
that the figures for 1937 will be ap- 
proached equaled during the 
coming twelvemonth. 

While advertising is an estab- 
lished part of the marketing oper- 
ations of successful and 
while policies favoring continued 
advertising for branded merchan- 
dise will be well maintained, ad- 
vertising men should realize that 
the attitude of management toward 
the function and objectives of ad- 
vertising has changed. 
is there a complacent feeling that 
advertising should be 


adverse 


or 


business, 


done as aj|the past, because business and ad- 
matter of course, and that it will|vertising have now definitely de- | 
accomplish its purpose no matter|veloped an' understanding of the 


January 2, 1939 


Advertising i 


No longer |and 
| They will be less serious than 


n 1939 

suggested for the evaluation of ad- 
vertising copy and the readership 
of publications are merely a reflec- 
tion of a determined drive toward 
more effective and productive ad- 
vertising now definitely under way. 
Business demands that advertising, 
like all of the other tools of man- 
agement, meet higher standards 
and be able to prove itself in terms 
of accomplishment. Advertising 
and agency executives thus must 
shoulder greater responsibility not 
merely for the execution of adver- 
tising programs, and not merely 
for their functional co-ordination 
with sales effort, but also for proof 
of profitable expenditures the 
advertising funds entrusted to their 
administration. 


of 


It is a real respon- 


| sibility. 


During 1939 advertising will con- 
tinue to face a growing array of 
external problems, affecting public 


governmental relationships. 


how perfunctory its execution may | necessity for the elimination of ob- 


be. On the other hand, manage- 


ment recognizes advertising as a 


| jectionable 


advertising, 


primary factor in the development | factors, and likewise the necessity 


and maintenance of favorable com- 


petitive situations, and therefore 


demands effective performance in | Sumers and the public. 


return for advertising expenditures. 
The 


which have grown up in the past 


controversial situations 


year around the various methods 
. 7 

Advertising 

While the two 1939 world’s fairs 

in New York and San Francisco 

are themselves media for advertis- 


ing and promotional efforts which 
will be utilized by many manufac- 
turers and merchandise: the for- 
mal presentation of advertising to 
those attending the fairs has not as 
yet been given as much attention 
as the importance of the subject 
justifies. 

In 1933 there was an advertising 
building at Chicago Century of 
Progre: Exposition, at which a 
film depicting the function of ad- 
vertising in the service of the con- 
sumer was shown to hundreds of 
thousands of people Though the 
film promoted advertising as a 
whole, it wa ponsored by a lim- 
ited group who shouldered all of 


the expenses of production and the 


maintenance of the building used 
for its display 
It is unlikely that any similar 


effort could be developed in connec- 
tion with either of the 1939 exposi- 
tions, but it would be regrettable if 


|advertising, 


for justifying the economic and so- 


cial aspects of advertising to con- 


important and_ constructive 
phase of the work of advertising as- 
sociations and groups. 


at the Fairs 


as were without 
It is not too 
late to give careful thought to what 
night to take 
of the opportunity to promote ad- 
vertising directly to the’ great 
throngs of eager and interested peo- 
ple who will attend the world’s 
1939. 
what 
should take 
careful 


such, 
formal representation. 
done 


be advantage 


fairs of 
Just 
tions 


form these presenta- 
for 

study, 
facilities 


the 


is a subject 
and 
what 

available 
managements of the There 
should at least advertising 
day or week set aside during which 
the phases of ost 
likely to appeal to entertain- 
ment-minded group could be pre- 
sented effectively and interestingly 
Advertising lends itself well to the 
pageantry of progress which is to 
be unfolded at the fairs by the ex- 
positions and their exhibitors, and 
plans should be made ad- 
vertising in a lively, interesting and 
style 


consideration 
of 
be 


based 
might 


course on 


made by 
fairs 
be an 
advertising n 
an 


to show 


memorable 


on 
10 Cents a Copy, $2 a Year| = 


In | 


through | seems to be a 
‘the application of internal control 


Increased | 
lactivity in this field will represent 
lan 


THE CUSTOMER IS ALWAYS RIGHT 


The Highway Traveler 


"All he keeps sayin’ is—the railroads let him do it." 


Ad-libbing 


For Men Only 


Pardon us for reverting to the 


\Christmas shopping season at this 
| late 


date, when your wife has al- 


BOYD'S 


Most men are mice when it comes 
to posing as authorities on fem- 
inine unmentionables—If you 
are troubled this way don't 


see a psychiatrist — Come to 
“MEN‘’S NIGHT IN” 
at Boyd’s « Tonight « 5 to 9 P.M 
An intimate expose of the un 


usual ia gifts for women,., No 
Women Admitted... Living Models. 


Bids 


BOvO RIC HAROBON—OL IVE AT ETH 


ready exchanged all of the things 
you for her, but there 
point in this recent 
advertisement for Boyd-Richardson, 
St. Louis department store. 
Published just before Christmas, 
it suggested that all the timid souls 
who would like to buy “feminine 
unmentionables” for gifts need 
worry no longer Boyd's was 


selected 


\fixing up a special “men’s night in” 
jat which there would be live models 


giving “an intimate expose of the| 
unusual in gifts for women” 
with no women admitted. 

A number of stores have devel- 
oped this same idea in a _ variety 
of ways, although none seems to 
have carried it quite so far. The 
reason we mention it is that some 
similar shopping service for men 


well be 


year, it 


might provided throughout 
the After all, 
some men have been known to think 
of purchasing “feminine unmention- 
ables” (just what do females wear 
that men might buy for gifts which 
unmentionable?) for other 


seems to us 


are oC- 


casions than Christmas 
Poetic License Revoked 

We have long been convinced 
that in the hard breast of the Fed- 


eral Trade Commission there exists 
no tiniest trace of make-believe, no 
feeling of art-for-art’s sake, no sym- 
pathy for those poetic copywriters 
who, enchanted by the romantic vi- 
sions conjured up as they stare at 
a tube of tooth paste or mouth wash, 
wander slightly from the realm of 
fact into that delicious land in which 
truth stands aside while compelling 
phrases and musical sentences roll 
out majestically. 
Our conviction has been 

urably strengthened by a 


immeas- 
recent 


|\FTC complaint says: 


|citation naming a Detroit publisher 


of books. Among other things, this 
“Concerning 
another book sold by the respon- 
dents, which purportedly reveals 


|Cleopatra’s beauty secrets, the com- 


plaint alleges that the directions 
contained therein will not, as ad- 
vertised, enable a women to acquire 
beauty and ‘will not cause her to be 
besieged by suitors half-mad with 
admiration for her charms.’ ” 


The Poor Dears 


We must confess that in making 


| up our Christmas shopping and giv- 


ing list, we had completely ne- 
glected to include the Governesses’ 


Benevolent Institution of Great Bri- | 
_ tain until an urgent and very touch-/ catalog of Speedy-Q sound effect 


ing message from the Secretary re- 
called the matter to our mind. 

It seems that the life of a gover- 
ness is not a happy one. While the 
professional life of a governess used 
to consist of but a few long posts, 
and perhaps a family pension at the 
end, the interesting and charming 
booklet of the G. B. I. informs us 
that “now it is made up of many 
posts, each of only four or five 
years,” and that salaries are small, 


and employment practically impos- | 


sible to secure after 45. 

To take care of these faithful re- 
tainers, G. B. I. has been providing 
annuities, holiday expenses, and 
free employment service for more 
than 90 years. 


Jottings 


We don’t know whether it’s a 
gag or wholly serious, but the fol- 
lowing advertisement appeared 
the personal notices of a Pittsburgh 


paper the other day: ‘Wanted 
party named ‘Roosevelt’; no expe- 
rience necessary; for insurance bus- 
iness. Interest and partnership of- 
fered. Apply Lee Kann, 406 Com- 
monwealth Bidg., Pittsburgh, Pa 
Court 0327.” ... 

Ho hum department: Atlantic 


City business and civic groups are 
having a wonderful time looking 
over clippings in connection with 
last fall’s beauty pageant. The boys 
have figured that they actually 
chiselled $720,000 in free advertis- 
ing space out 1,895 newspapers 
and periodicals Wonder what 
a corresponding figure on major 
league baseball would look like... 

And The Instructor, that staid old 
paper, has been stirring up its ad- 
vertising prospects with a postcard 
listing all the printed promotion 
pieces the paper has, and inviting 
prospects not to send “them space 
hounds” but to “mail (don’t bring) 
the pieces checked below.” The card 
is addressed to W. B. Bundy, “ad- 
vertising director and keeper of the 


of 


hounds,” and all of the space 
hounds in his kennel are _ illus- 
trated 

“; 


in | 


atone 


January 2, 


Informatio 
for 
Advertisers 


n 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
| ADVERTISING AGE, by any national 
‘advertiser or advertising agency 
|}executive writing on his business 
| letterhead. 
| 


|No. 1448. 12 Women. 


The Philadelphia Inquirer has is- 
sued this brochure, which is de- 
voted to the 12 women writers and 
their departments covering fashions, 
home-making, gardening, shopping, 
cooking and other features of par- 
ticular interest to the paper’s wo- 
men readers. The brochure shows 
how these feature writers create 
for advertisers a valuable family 
audience in the Philadelphia area. 


No. 1447. How 103 Plants Buy En- 
gineering Equipment. 
This survey, issued by Power 


'Plant Engineering, covering a cross- 
|section of subscriber plants, pro- 
lvides detailed information on sizes 
of installed equipment, personnel 
structure of the engineering de- 
partment, and titles of individuals 
who recommend purchases, specify 
kind or make, and place the pur- 
chase order. 


No. 1420. The Cards are on the 
Table. 


It is estimated that more than two 
billion dollars are spent annually for 
street, highway and bridge construc- 
|tion and maintenance, according to 
'this brochure issued by Roads and 
Streets. Where this money comes 
from and details of its expenditure 
for materials and equipment are 
discussed, followed by an outline of 
the publication’s editorial policy and 
coverage of the market. 


|No. 1440. Speedy-Q Sound Effect 
Records. 


Charles Michelson has issued this 


|recordings, which lists just about 
| everything from the peaceful sound 
|of linnets and meadowlarks and low 
tide at night to cannon, rifles, pis- 
tols, ricochet bullets and roaring 
|lions. The advantages of the split 
'second cues, the cost and other de- 
tails about the records are given. 

| No. 1441. The Country Weekly—Wet 

or Dry? 

This is a report on a survey made 
by Woodyard Associates, coopera- 
tive group of country weekly pub- 
lishers, among its 2,113 members. 
The survey covers spirits advertis- 
ing in the states which permit 
liquor advertising, and the week- 
lies’ attitude toward beer copy in 
all 48 states. 


No. 1435. Who Reads The Iron Age. 

In this analysis, Age 
classifies its readers according to 
groups of related manufacturers 
The study provides a cross-section 
of the publication’s readership in 
machinery, metal goods, shipbuild- 
ing, automotive and many other 
fields. 


The Iron 


No. 1443. How to Cash In on An- 
nual Meat Packers Guide, 1939 
This booklet, issued by Davis 
Publications, describes the first edi- 
tion of the Annual Meat Packers 
Guide, which will appear in March, 
1939. This will be a data book of 
operating and management infor- 
mation on the production end of 
meat packing, sausage and by-prod- 
uct manufacturing and rendering, 
designed for the men who specify 
and buy. 


No. 1429. Curiosity. 


Details of readership and maf- 
ket coverage are given in this 
survey report issued by School Art 
magazine. The analysis shows who 
recommends for purchase and wh0 
actually buys art and craft supplies 
for public schools, where these suP- 
plies are purchased, and the pat 
played by School Arts in the at 
teaching field. 
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Direct Mail Drive 
Turns Qil-O-Matic — 


Owner Into Salesman 


Williams Tells Why and. 
How of Special Spring. 
Mailings 


New York, Dec. 28.—A satisfied | 
customer not only offers the best | 
‘estimonial to the merit of a prod- | 
ict, but is also, if properly handled, 

prolific source of new leads for | 
future sales. | 

This was the thesis successfully | 
followed by the Williams Oil-O-| 
Matic Heating Corporation of 
Bloomington, Ill., in a direct mail 
campaign outlined by C. U. Wil- 
liams, president, in the current 
“Executives Service Bulletin” of 
he Metropolitan Life Insurance 
Company. 

The promotion, handled directly 
from the home office, included three 
mailings to 8,873 Oil-O-Matic own- | 
ers in three Midwest states. Spaced | 
one week apart during the spring, | 
these mailings returned the com- | 
pany 1,389 sales leads of high qual- 
ity. 

Discussing the campaign, Mr. 
Williams said that this company 
regards each owner as the potential. 
source of at least five sales, an es- 
timate based on 20 years of expe- 
rience. 

He emphasized the customer good 
will evident in this estimate, but 
warned that it can not be made to 
pay out without being given atten- 
tion in the merchandising program. 
The direct mail drive was designed 
to give just such attention and to 
make certain that the present own- 


| 


is equipment during informal con- 
versations with groups of friends 
when the talk turned te heating 
equipment. 


Spring Season Best 


Spring was selected as the most 
effective time for the campaign, Mr. 
Williams said, because, “We had 


every reason to believe that owner | 


enthusiasm would be at its height, 
th automatic heating advantages 
s) in mind at the close of the 
nter season. 
‘We took 8,873 owner names and 
elected at random from those in 


Indiana, Iowa and Wisconsin. They | 


epresented an average list, a typ- 
cal section of our national 
owner group.” 

Each of the letters appealed to 
ride of ownership, using such 
penings as “It’s human nature to 

proud of our possessions. From 
hildhood on up, we like to know 

our coaster wagon, our bike, 
car is the best.” 

Referring to the company’s pride 
its product, the letter asked, 
hy not give us an opportunity 
tell the story to friends or rela- 

whose names come to mind 
vou read this letter?” 

e second letter dealt with the 
pany’s prestige, supporting the 

with facts on the company’s 

and ownership. The third, 

Williams said, was a news let- 

elating some unusual 

| burner. 
closures 


cross 


uses of 


used in the letters 

ilso of the “story” type, tell- 
ft such installations as those in 
Shakespeare Memorial theater 


the Indian Watchtower on 
m of the Grand Canyon. Re- 
osteards were enclosed with 
letter bearing a space for 


marks requesting information 
mpany products other than oil 


reakdown of the total return 
that 540 cards were received, 
1,127 prospects, while 262 
asked for information on 


Sell» HOTELS 


with 


THE HOTEL. MONTHLY 


Muminn ABC and ABP 
—__-) 5 JOHN WILLY, Inc. CHICAGO 


| covered the fact that the owner had 


WOODBURY PRODUCTS GET NEW PACKAGING 


The 40 toiletry items marketed by John H. Woodbury, Inc., will shortly appear on 


retail store shelves bedecked in a new ‘family style” of packages. Included in 
the container changes is elimination of the possessive ‘'s'’ in the trade name. 
Blue is the key color for all feminine products, buff for the men's line. Another 
innovation will be the debut of a new trade symbol, described as a stylized gothic 
"W," which will be included on each label. DeVaulchier, Blow & Wilmet, New 
York, handled the redesign assignment, working in collaboration with Lennen & 


FTC Imposes 
New Restrictions 
on Farm Copy 


Washington, D. C., Dec. 28.—Ad- 
vertising claims to the agriculturist 
must tell not merely the truth, but 
the whole truth, it was indicated 
today as the Federal Trade Com- 
mission announced that stipulations 
have been signed by Kraft-Phenix 
Cheese Corporation, Chicago, and 
Feeders Supply and Mfg. Company, 
Kansas City, Mo. 

The Chicago corporation, selling 
Kraco, a desiccated milk whey, 
agrees to cease advertising that its 
use will increase hatchability un- 
less the claim is specifically limited 
to cases of Vitamin G deficiency. 
In its stipulation, the company ad- 
mits that while Vitamin G is nec- 
essary in obtaining hatchability to 
a high degree, and that while Kraco 
contains substantial amounts of 
that vitamin, other factors affecting 
the hatchability of eggs exist which 
Kraco would influence only slight- 
ly, if at all. 


| Must Be Specific 


Kraft-Phenix also agrees to cease 
claiming that Kraco or its lactose 
content maintains intestinal health 


Ice-O-Matic refrigerators and Oil- 


; : 
or furnishes a means of disease con- 


trol, or supports the health of the 
flock, without clear limitation with 
respect to specific results and un- 
less such results can be justified by 
competent scientific evidence. 

The Kansas City corporation 
agrees to cease representing its 
Equity laying mash as being cap- 
able of increasing egg production 
and producing better quality eggs 
and stronger shells, and as improv- 
ing the hatchability of eggs, insur- 
ing stronger, more vigorous chicks, 
and as containing the right amount 
of Vitamin E to fortify chicks 
against the ravages of range paral- 
ysis. 


Gloeckler Company Moves 


H. Gloeckler Associates, recently 
formed sales representative and 
merchandise counselor specializing 
in the drug trade, has moved to the 
Commerce bldg., 155 E. 44th street, 
New York. The company is headed 
by Hugo Gloeckler, formerly East- 
ern divisional sales manager of 
Zonite Products Corporation, New 
York. 


Wanger Names L&T 


Walter Wanger Productions, Hol- 
lywood, has appointed Lord & 
Thomas, Los Angeles, to handle ad- 
vertising for “Stage Coach.” The 


campaign will be launched Feb. 26. 


O-Matic water heaters. Requests 
for copies of a travelog booklet to- | 
taled 105. 

Satisfactory in number, these 
leads also ranked high in quality, 
Mr. Williams commented. Owners, 
he said, usually furnish bona fide | 
leads, rather than chaff. 

Mr. Williams also emphasized 
the source material for other ad- 
vertising available in such cam- 
paigns. One mailing, for example, 
was returned marked ‘No longer 
at this address.” Investigation un- | 


not only gone to Germany but had | 
packed up his oil burner and taken 
it along with him. 
In connection with such cam- | 
paigns as this, Oil-O-Matic also 
endeavors to maintain a cordial re- 
lationship between factory and 
owner from the start. Each new | 
owner receives a series of three let- | 
ters, signed by Mr. Williams. These 
letters welcome him to the ranks of | 
the Williams “owner army,’ tell 
him that his name has been record- 


ed in order that he may be sent 
| useful and timely information, and 
‘invite him to visit the factory at 
any time. Further letters make a 
ibid for names of his friends who 
|may be interested in automatic 
| heating. 


“South Bend News-Times” 
Ceases Publication 


The News-Times, South Bend, 
Ind., afternoon and Sunday morning 
paper, suspended publication with 
the Dec. 27 issue. The company will 
be liquidated by Joseph M. Stephen- 
son, president. 

In an editorial statement in the 
final issue, Mr. Stephenson pointed 
out that “since 1931 the News- 
Times has been published at a 
loss” and that “the 1938 volume of 
business was less than half that of 
10 years ago.” 


Heads National Selling 

George A. Cortes, formerly treas- 
urer of Cooley & Cortes, Inc., New 
York, newspaper representative, 
has been appointed head of national 
advertising solicitation for the Daily 
Home News and Sunday Times, 
New Brunswick, N. J. He will op- 
erate from the New York office at 
512 Fifth avenue. 


Photo Media Expands 

Photo Media Corporation, Boston, 
specialist in sound slide films, has 
acquired the photographic business, 
studio, equipment and model regis- 
try of Graphic Service Corporation, 
which will confine its activities to 
microfilm. G. K. Thompson is presi- 


dent. 

Essley Shirt Names H-G 
Essley Shirt Comnany, New 

York, has appointed Hirshon-Gar- 

field, New York, as advertising 

and merchandising counsel. Cam- 

Naigns are being planned in na- 


tional magazines, trade papers, and 
direct mail. 


Che New Pork Gimes 


ANNOUNCES 


IN 


CHICAGO 


DETROIT 


BOSTON 


From January first, nineteen thirty-nine 


THE OPENING OF ITS OWN OFFICES 


CHICAGO - DETROIT - BOSTON 


to serve advertisers and their agencies in those areas... 
staffed by men expertly informed and ably equipped, through 
The New York Times Market Research Department, 


to help in planning more profitable coverage 


of the New York market. 


230 North Michigan Avenue, Randolph 3300 


General Motors Building, Madison 3880 


Boston Globe Building, Capitol 0864 


Los Angeles and San Francisco: John B. Woodward, Inc. 


; F Ss ns s a Pecks) er; ‘ ; “ pie oc: ole ve [ . aoa ede ; —- 3 ‘ :" r y 2 ‘ an te 4 - © “¢ = 4S es aaa 
NS | 
=> eat <P 
nn Ee oy 
| “3 
ie J Sram ae 
=e ‘ 2% oe ; 
‘ eS 
4 . “Ph 3 ite a 
! 7 —“t if \ — ry Boe ie 
2 a — 2 | ~~ | ro“ J an 
| : ee 4 ¢£ ae . 5 ! Ses ; a 
' te a \\ wo0geur" Wooreuny 2 :- at 
| oe : ee cab. _ — % ae 
: : , cs +] rReSMeMen ib AST 8 ime age ‘a hel a 4 ce : _ 
ae c . a ) ey 
. aS). on af 
ey — *% ie 
\ Ke ae oe T ' ait oe er — 
} Bee i be 7 ‘Gas £ é 
l= en ly | 
yg ai ‘ oS J ff : id pP —— og oe 
ie . . / Ae Poe: 
| aa - % + i ms ‘ “a. : f a € : 2 . > ud ax IS 
; — , ~~ hy fb pt By Pa fe ae 
m AG ‘a a See = - éz. — 4 a ¢ fee 
| ba iy 7 ae er ; . 
So 
j he 
fr 
| i 
. Mitchell, the Woodbury agency. | eee 
,] } oo laaanl*“*“OOqOOOOSOSODO*ODGS SSO cress ee a 
ee a 
>= —— ee, a i: 
ls a 
eB 
'y 
‘- i 
ve > 
vO neti 
or e 
" Pe m 
i “ee: 
ks. 
nd “23 
es S 
re . ie 
i ee ST a . 
: % 
: ee | is 
ect ¢ 
2 a : 
his & re 
ect ees 
yut ae 
nd | ee 
ow | ae 
jis- ; 
ing ~ % 
alit . 
de- - a 
Vet § 

t : : 
ade y er 
Ta- H . 
ub- (Pf 
ers. I 
tis- ale 
‘mit Jaa 
, in : 

a ‘7 
hs 
| ae 

i y 

| Bo . 

‘ 
a ~~ 

= 
i 
: a 3 
7 ov: “i. + er Ses ¥ < r as ‘ : 4 apa Pry “os ae a+ F . . > rn $ ¢ : “ “s 7 or a - 
= as | Sere” aes OF, hey Te i a es. ek “f eh. theo | me ae 


ADVERTISING AGE January 2, 1939 


But here’s the ¥; 


1,825,000 fiction fans @ 
chose Cosmopolitan for iii 
the Prose Bowl in 1938! iii 


It takes quick charging forwards to blast a path for the running backs, — it takes 
powerful editorial material to stir up readers’ thoughts and emotions so your 
advertising can penetrate. oe ; 

This year Cosmopolitan’s serials, complete novels, short stories, articles and illus- Pood toe — - g « 
trations have kept circulation up above the 1,825,000 mark — with newsstand sales, QO R A NG E B QO W 
as usual, over any other 25¢ magazine, and with autumn sales so great that whole- ~ ££ VS oe. oe 
salers and dealers showered us with frantic re-orders. : wearer” 

The list of “best sellers”, topped by Douglas, Kelland and Bromfield is impres- 
sive as ever; “distinctive” short stories by Maugham, Gallico and St. Johns continue 
to capture the critics’ eye; nationally quoted articles by Bruce Barton, Knickerbocker 
and Rex Beach carry conviction to intelligent people; thoroughly read “book lengths” 
interest men and women alike; Crandell, Cornwell, LaGatta and their peers round 
out the good work with illustrations that really illustrate. 

And shooting through this championship line for touchdown sales is a volume of 
advertising linage way ahead of the field. 

What’s coming in 739? 

More of the same — more of the same great editorial material, as the 1939 
line-up shows, 

And more advertising! Already the first two months have closed with a hefty 
advertising gain over last year. The spring issues will show many new advertising 
faces, as well as those familiar ones who know the reiterative value of consistent 


appearance in Cosmopolitan. 


HERE’S THE LINE-UP FOR 1939 


Pearl Buck Fannie Hurst J. P. McEvoy George Evans 
A. J. Cronin Edison Marshall William Seabrook Andrew Loomis 
Somerset Maugham Howard Spring Henry Pringle Carl Mueller 
Edna Ferber H. R. Knickerbocker Herbert Asbury Jaro Fabry 
Vina Delmar Stuort Chase Maxine Davis Bob Harris 


Margaret Culkin Banning George B. Gallup Donald Barr Chidsey Ritchie Cooper 


Vicki Baum H. G. Wells Bradshaw Crandell C. E. Chambers 
David Garth Rex Beach Dean Cornwell Meade Schaeffer 
Ellery Queen Kathleen Norris John LaGatta Stanley Parkhouse 
Adela Rogers St. Johns Lloyd Douglas McClelland Barclay Jay Hyde Barnum 
Paul Gallico Alec Waugh E. M. Jackson Hy Rubin 

Faith Baldwin Mabel Dodge Luhan Jon Whitcomb Earl Cordrey 


Lovis Bromfield 


Boyden Sparks 


John Falter 


Michael Dolas 


James Montgomery Flagg Clarence Budington Kelland 


Join Cosmopolitan’s team vow. It’s 


the choice of 1,825,000 fiction fans. 
IT’S ALWAYS THE WINNER IN THE PROSE BOWL 


a 
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ADVERTISING AGE 


January 2, 1939 


Voice of the Advertiser 


This department 


Holds Publishers’ 
Proofs Unnecessary 


To the Editor: In our desire to 
cooperate with magazine publish- 
ers, we would like to make a sug- | 
gestion that we feel will prove ex- | 


tremely beneficial to you. 

Many farm papers, trade jour- 
nals and general magazines send us 
publishers’ proofs of advertising in- | 
serted in their publications for our 
clients. In most instances these are 
rough proofs of complete plates and 
are valueless. We 
discontinue sending us proofs of | 
complete plates furnished. 

With advertisements furnished 
in layout and manuscript form, we 
send a letter with instructions for | 
handling. In this we request that 
you submit proofs for a final ap-| 
proval. We also ask that proofs be | 
submitted when it is necessary for 
you to make changes in the plate 
already furnished. In these two in- 
stances, we find that proofs are a| 
vital necessity. 


suggest that you | 


is a reader's forum, 


MR. WELDO SPEAKS 


STEEL a WIRE CO. 


BAIT 8 


This trade figure is being used in all | to save these good hostelries from 


promotion by United Steel & Wire Com- 
pany, Battle Creek, Mich. 


We feel that most agencies would | Trademark Figures 


have the same reaction 


have to these publishers’ proofs. 
That is, the majority of them are 
unnecessary. If this matter was 


brought to their attention in the 
proper light, they, too, would prob- 
ably agree to your discontinuing 
this service. 

You can readily understand that 
this would result in a _ substantial 
saving in mailing cost, as well as 
in paper, labor and miscellaneous 
items which are now necessary on 


your part in preparing these proofs. | 


H. D. BooTMan, 
N. W. Ayer & Son, Philadelphia. 


v v v 


Deplores Practice of 
“Self-Chastisement” 

To the Editor: 
dency among advertisers and ad- 
vertising agencies of self-chastise- 
ment for advertising evils would be 


ludicrous if it were not for the ulti- 
mate harm which may result from 
it. Just recently Roy Durstine 
scored the use of testimonials in 
advertising and to a large extent 
his charges went unchallenged 
Likewise the National Association 


of Broadcasters at its recent meeting 
passed a resolution banning 
advertising from the radio 
reservations. 

It can be well understood why 
outsiders challenge the methods and 
forms of advertising, but for those 
within the fold to join in this mud 
slinging seems incomprehensible. If 
the condition of the 
bad as some would have us believe 
it is, it seems silence would be the 
better part of discretion. Probably 
if the same energy were applied to 
the betterment of advertising some 
success might be accomplished. 

Perhaps the reason why adver 
tising is subjected to so much fault 
finding is that we fail to realize ad- 
vertising is constantly 


liquot 
without 


profession is as 


changing and 


that in this metamorphosis adve 
tising does not have any guides o1 
norms to follow, which can lik 
wise be changing 

In the conduct of their busing 
these same advertisevs have definite 
legal ruk and principk hich 
have grown up and have been mod- 
ified to meet the chang in bus 
ness practice The advertiser, on 
the other hand, has had only uch 
rules which have been superin 
posed on his profession and whi 
have not been the result of a grad 
ual development ana chang If 
the advertiser had a real live and 
practical body ot principle Ol 
fuides to follow which were ub 
ject to interpretation and chang: 
probably these scathing indictment 
would be discontinued 

Probably if those who are no 
finding fault with tl profe ior 
were to concentrate thei effort 
on determining what those prac- 
tical rules should be, advertising 


and the betterment of idvert ng 
would go forward 
FRANCIS FINKELHOR 
Attorney-at-Law, Ni Yo 


that we | 


The present ten- | 


To the Editor: As a reader of 
Haeed publication, I have been very 
interested in “what the other fellow 


Letters are welcome. 


| 


| 
| 


Exhaustive Book 
Contains 12,000 
Color Applications 


| Chicago, Dec. 29.—In an effort to 
they have. These reasons, I believe, | eliminate guesswork from the com- 
could be profitably taken into ac- | plex task of planning color com- 
count by any other industry em-|pjinations in advertising, Color 
barking on a campaign of this kind. | Prophet Sales Company has released 
I have, therefore, prepared such an/ an exhaustive reference book which 
analysis and published it as an edi-| reveals at a glance the actual re- 
torial in the current issue of Rail-| suits achieved in blending 176 dif- 
way Age, which may be of interest | ferent basic color combinations. 
to your readers. Making up the 14-pound tome, | 
SAMUEL QO. DUNN, called the “Color Prophet,” are pro- 
Simmons-Boardman Publishing | jections of each of the color com- | 


Corporation, Chicago. binations to show applications to a 


,7vyY | wide variety of illustrative and ty- 
‘Pi t the D | pographic effects. The actual total | 
| #acture e Vamage of all specimens in the book is 
To the Editor: I read with in-| 12,000. The volume is equipped with | 
|terest and admiration your publi-|a practical tab index for easy, quick | 
cation, ADVERTISING AGE. That is| reference. 
why it causes me so much concern Halftone suggestions shown in | 
to read in your Nov. 28 issue that! the book are said to be usable from | 


| 


| 
| 


be poured over.” 


“records of hundreds of hotels will | 85 to 200 screen. The 32 type faces | 


are all of the modern display school, 
ranging in weight from Kabel light 


\to Stymie extra heavy, including | 
a watery grave? | scripts. 


Is there nothing that we can do} 


PRISCILLA GOUGH, | Among the numerous graphic il- 
Director of Public Relations, | lustrations are the following: 
Bachrach, Boston, Mass. Line illustration in the key color; 


[Editor’s note: Miss Gough's | 
whimsy is a reference to the adver- 
tisement of Hotel Management. | 


line illustration 1n the second color; 
| reverse line effects in the key color; 
'reverse line effects in the second 


‘ ; 
; | ‘color; line illustrated in key color | 
does” in the matter of eo eee | with background of the second | 
. ‘ . . we > so1lrec ; ae : 7 | 
| Slogans, and trade figures. am | Whitey” Doing Real \color; 2 color benday illustration; | 
jenclosing a photograph of a Mace Job Sar Central States |halftone in the key color; halftone | 
figure which we have just completed lie the @eeent Gate fallin! 
° ‘ c | 
land of which we are rather proud. To the Editor: I, for one, always ‘printed in key over solid and over 
entral | enjoy reading about new ad chara v5 aka 
In fact, we are making it the central | en) é age rae~ | a screen of second color; highlights | 
|theme of our advertising for 1939. ters that have been devised to help |halftone printed in key over solid 
The c anv’s pr ‘ts are fab-| create sales for various companies. |‘ Sap ~ 
rhe company’s products are fab —— © age: I | and over a screen of second color: | 
ricated from wire and sheet metal | Your readers probably do, too—and | ldustone in the combine colers:| 
by the welding process, and so we | hight modi and abd. text ey 
arrived < thi ve consider an ap- tg pas 5 rane: 
rived it what = — he P~ | | display type faces in key color; type | 
| propriate name, Mr. Weldo.” There ioe te tk canned Gabe vente | 
lis to be a series of ads in several : es : yeahs 
es ne type faces in the key color; reverse | 
trade journals on three of our dif- ‘terns Seana Sb tee coneieh edlens pean 
|ferent lines. The first ad is, in all ad, ela ogee ; Ph. 
yrinted in the key color over > 
jcases, the same photograph—‘Mr. I key col r the 


|Weldo Broadcasting” with only 
the copy changed to conform to that 
particular line. 

The follow-up ads will have the 
same broadcasting theme in which 
“Mr. Weldo” will 
ticular advantage of the various 
products. For the results obtained 
I was more than satisfied, due to 
the fact that we did not use a re- 
verse etching, but set the type at 
the printer’s and pulled a cellophane 
proof which we placed over the 
negative when contacting the print. 
When it was pulled down to space 
size we found that it 


was perfectly 


legible, and we felt that nobody 
but an expert would notice it. This 
was a real money saving, as it cut 


the cost of our plates nearly in half. 
F. J. EVANS, 

Manager, United 

Company, Battle 


Advertising 
Steel & Wire 
Creek, Mich. 


v ie v 


Reads, Then Orders 
To the Editor: 
be interested in 
writer noticed in 
article in regard 


Thought you might 
knowing. that the 
your columns an 
to the prize-win- 
ning talking Christmas card. From 
that article we got in touch with 


the manufacturer and have used ap- 


proximately 1,000 cards, which 
prove that your articles are read 
and are beneficial. 
L. B. KoLuINer, 
Kolliner’s, Ine., Stillwate: 
Minn 
vvwe, 


Public Relations 
as a Solution 


To the Editor: You realize as well 
us I do the extent to which business 
men in many fields—and the busi- 
ness press either with them or ahead 


of them—are turning to “ 


lations” acti 


public re- 


ities as a solution to 


many of the most serious problems 
business faces 

The railroad industry has been 

engaged in activities of this kind 

for many yvears—yet, in spite of this 

fact, the industry finds itself toda: 


in a condition far 
it started its 
forts 


There are re 


than before 
relations” ef- 


worse 


public 


isons which 
is clear as a pikestaff 
of the railways’ 
lave not 


stand out 
upon 
activities, 
succeeded any 


an ily SIs 
why they 
better than 


stress some par- | 


solid second color; 
the key color over a screened tint 
of the second color; reverse type 
printed in the key color over the | 
solid second color; reverse type | 
| printed in the key color over a| 
screened tint of the second color; 
type and reverse type but printed 
in the second color over solid and 
screened tints; various weight rules | 
rape in the key color; various weight 
so I'd like for you and them to meet | rules in the second color: “ornamen- 


a oa to ad ranks. + tent al dots” printed in the key color: 
is name is tey, and he 1S | “ornamental dots” 


type printed in 


; , f iwill f 4 printed in the 
am ASSAC or of gooc wi ol one of second color. 

our clients, the Central States = 

Chemical Company. Our client is 


Tavern Products to Bow 


Socony - Vacuum Oil Company, 
New York, will promote its new line 
fellow. of Tavern household products in 
pleased if you National magazines during 1939. 


rather proud of “Whitey,” and we 
must confess that we are too. 
Enclosed is a picture and a few 
more details about this little 
We'd all be mighty 


could use some of them in introduc- | First insertion will appear early in 

ing “Whitey” to your readers January. The line includes such 

. : by-products as paste and no-rub 

RAYMOND D. LYONS, floor wax, window and paint clean- 

Raymond D. Lyons Advertising, ers and electric motor oil. J. Stirl- 

St. Louis. Mo. ing Getchell, New York, is the 
vgveey agency. 


Agency Men Have 
Avocations, Too 

To the Editor: The enclosed book- 
let, “Contract for Keeps,” is 


To Honor Franklin 
Nationwide observance of Jan. 17 

* |as the birthday of Benjamin Frank- 

an €X- lin, “the father of advertising in 


ample of the kind of thing adver- | America,” has been suggested by the 
tising men do in their spare time,| Advertising Federation of America 
vhen they have any spare time in a bulletin to members. All ad- 


vertising clubs 
week of Jan. 


their 


The three partners of this 
like to play bridge and like 


it well. In an attempt to 


agency meeting during the 
17 were urged to plan 


programs as a memorial 


to play 
improve 


their respective games, at various ‘ 

times they have tried to read the Siebel Adds Wrench 
authoritative literature on bridge Siebe! Publishing Company, Chi- 
And, being normal advertising ex-| cago, has appointed 


George P 
ecutives in a young and growing Wrench as_ advertising manager 


agency, working 16 hours a day, with headquarters in the New York 
they resented the lack of efficiency office at 512 Fifth avenue. He was 


formerly advertising representative 


tha 1ade cessa rei 200, | - : 

on : " ¥ hg pm aay et ep id 200, | for the Philadelphia Record. Siebel 
300 and 400 pages to get the infor- | »ublications include the Brewers 
mation they felt could be presented Digest and Bakers Technical Digest. 
in far ; 


more concise 
sons whose time 

Hence this 
beginners’ 


form for 
is limited 

booklet. It is not a 
book by any means. But 


per- 


“Metropolis” Names Foote 


N. Frederick Foote, Boston, pub- 


$< 3 lishers’ represent: » he en ap- 
it Is a boiled-down concise e@xX- rl oe ~ ntative, has been 'P 

, “yee ¢ bri + pointed New England representative 
planation of a system of bridge that of Metropolis, the monthly magazine 
works, offering on 20 pages, what published by Morrill Cody Publica- 
most bridge writers take 500 or tions, New York. and distributed to 


more to cover 

I thought it might be interesting, 
as an example of the avocation of 
a trio of advertising men 

Ray W. Fick, 
& Mathews, Chi- 


guests of the Knott Hotels chain 


Gets Rotary Lift 
Rotary 
turer of 
pointed 
cago, 


Lift Company, manufac- 
automotive lifts, has ap- 
Van Auken-Ragland, Chi- 
to handle its advertising 


Ford, 
cago. 


Browne 


WeE 


FBR I 
PREDICTS 


FOR BALTIMORE 
1939 


@® January, February: 
Lots of cold, lots of precipt- 
tation, lots of slush, lots of 
“dirty weather.” 


Baltimoreans will buy drugs, coid 
remedies, coal, fuel-oil, anti-freeze, 
skid-chains, galoshes, good, solid 
foods! And a lot of them, fleeing to 
kindlier climes, will buy vacation togs. 


> March, April: Spring 
rains, spring sunshine, re- 
lapse into winter, Easter 
weather. 


Baltimoreans will splurge on spring 
finery, new cars, more gas and oil, 
will attend races and ‘“‘Point-to- 
Points’ ’, will visit the cherry blossoms 
in Washington. Lots of parties; gro- 
cers and liquor dealers wear happy 
smiles. 


@® May, June: Spring 
flowers and a foretaste of 
summer. The Preakness at . 
Pimlico. Graduation. Bev- 4 


ies of Beautiful Brides. 


Baltimoreans go home-hunting, — 
furniture business booms, jewelers ‘ 
celebrate their ‘second Christmas’, | 
caterers work overtime. Golf gets 
going; nineteenth hole gets busy. 


@ July, August: “Is it 


hot enough for you?” 


Brewers and bottlers rush; ice cream 
goesonthedailydiet.Summerclothes — 
and air-conditioning sales soar, sun- 
burn counts its victims by the thous- 
ands. Lots of Baltimoreans vacation 
right on the beautiful Chesapeake, so 
foodsalesin Maryland know no sum- 4 
mer drop-off. 4 


tc eae 


© September, October: 
Late hot spell that lingers 
after Labor Day—then 
snappy fall—with Indian 
summer. Football weather 
at last. 


Baltimoreans change into winter- | 
weights, lay in season’s supply of 
fuel, shop for new oil-burners. 


@ November, December: 
From Indian Summer to 
sero. Auto Show—Last of 
the races; Turkey Day and 
Christmas Spirit. 


Baltimoreans will spend more money 
in November and December than in 
any other four months! 


In short--there are going 
to be lots of business oppor | 
tunities -- and the best wal f 
to meet those opportunities 
half way is on Baltimore’ 


favorite air-way -- DFBR 


NATIONAL REPRESENTATIVES 
EDWARD PETRY & CO. 
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January 2, 1939 ADVERTISING AGE : 17 


HE January 9, 1939, issue of ADVERTISING AGE will contain the ninth annual Forecast 


and Review—a quick glance backward through the hectic days of 1938, and a look ahead 
at the coming year. 


These Forecast and Review issues of ADVERTISING AGE have been notable in the past 


- i for the concise, effective manner in which they have highlighted the significant and im- 

i : portant developments of the preceding year, as well as for the grass-roots information they 
" have presented concerning potential developments of the year just beginning. 

Not being written with an eye on posterity, they have been notable for a complete lack 

“in of both the ponderosity of the historian and the erudition of the sage. They are intended 

“ only to be practical, useful and readable discussions of direct and immediate value to 15,000 


wide-awake, knowledge-seeking marketing and advertising executives. 


This year again we shall attempt to make the material in the Forecast and Review issue 
more complete, more useful, and more easily digestible through the additional use of illustra- 
tive material, more efficient condensation, and more careful highlighting. 


ke ties 


a 
4 


The January 9 issue will therefore contain a quick, concise resume, in pictures and type, 
of all the important events of merchandising and advertising during 1938; a backflash through 


the busy days of a busy year, pointing out the highlights and significant events and happen- 
ings of the advertising year. 


It will also contain careful analyses—not wild-eyed predictions—of trends which give 


promise of exercising an important effect on the merchandising and advertising scene 
during 1939. 


Readers will welcome this issue as they have welcomed the Forecast and Review issues 
which have preceded it—not as something Impressive, but as useful, practical information 
joing that needs reading as soon as it is received. 


a i, 


Advertisers should also welcome this issue as an exceptional opportunity to get their 
nities messages across against an editorial background which will create additional reader interest, 


at a time when advertising and merchandising plans for 1939 are uppermost in the minds of 
all advertising men. 


Forms for the January 9 issue close January 4. Make your space reservation now. 


ADVERTISING AGE, 330 W. 42nd Street, New York; 100 E. Ohio Street, Chicago; 
San Francisco; Los Angeles; Atlanta. 
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18 ADVERTISING AGE January 2, 1939 
being the sole creator of both DRUG PRODUCT SALES DATA FOR 16 SCRIPPS-HOWARD CITIES 

Bard of Avon “After Every Meal,” and “The : 
Flavor Lasts.” Another manufac- f h b ; : 
tur yh ined hi logan H i 

Gets Credit { tie Fog ky E Cosmetic Point of Purchase by Store Types 

e .) re l Or “Ask the Man Who Owns One” in|  yorg, — 6 cities 

1/1899, when there were only about 4 Mii: MEL — 


Advertising Slogan | 


Babe Ruth, ‘Teddy’ 
Roosevelt, Also Contri- 
buted Bon Mots 


New York, Dec. 28.—Writing ad- 
vertising slogans is a hazardous 
business at best, with never more 
than a handful of professional slo- 
ganeers devoting their talents and 
energies to the task at any time 
during the past half century. In 
addition to the professional output, 
however, numerous famous figures 
in the world of literature, politics 
and sports have made significant 
contributions. 

These observations were set 
down this week by E. J. Kahn, Jr., 
who undertook to review the his- 
tory of slogans in the current issue 
of The New Yorker. 

Theodore Roosevelt, Babe Ruth 
and William Shakespeare were 
three personalities of widely diver- 
gent talents credited by Mr. Kahn 
with creations that have become 
bywords in the advertising world. 
President Roosevelt’s contribution 
was “Good to the Last Drop,” 
adopted by the Cheek-Neal Coffee 
Company, which later became the 
Maxwell House Company. 

Mr. Kahn 
1916, Babe Ruth remarked to a 
fellow-member of the Boston Red 
Sox who was breaking in a new 
baseball glove, “Gee, you got one 
of the lucky dog kind.” The 


reports that back in | 


a dozen Packard owners in the 


whole country. DEPARTMENT STORES 


68,965-95.% 
No Formula for Success 


Y Yj 4 


DRUG STORES 
47, 841-19.1% 


S¢-$1.00 STORES 
6£, 928-26. 3% 


OTHER STORES | 
36,29l-I4.4u, | 


ion 


CANVASSER 
Gors-8.0¢ 


Mr. Kahn’s research showed that 
there is no rhyme or reason gov- 
erning the success of a_ slogan. 
“Burpee’s Seeds Grow,” an old- 


TOTAL ——16 CITIES 
timer still regarded as among the 


Shaving Accessory Point of Purchase by Store Types 


best, is blunt and simple. Fisk Tire 
Company’s “Time to Re-Tire” il- 
lustrates a successful slogan based 
on a play on words. Two ex- 


DEPARTMENT 
STORES 
10,970-13.9% 


o¢- 
ST 


7291-9.2%/5 


$1.00 


ORES OTHERS 


21,870-27.6% ~ 


tremely successful slogans which 
have found their way into the na- 
tional vocabulary are “99 44/100 
Per Cent Pure,” and “It Floats,” 
both used by Procter & Gamble. 


Dental Aids Point of Purchase by Store Types 


Fletcher’s Castoria’s claim that 
“Children Cry for It,” was sug- 
gested in print in 1873. Joseph 
Schlitz Brewing Company used 
“The Beer That Made Milwaukee 


43 


DRUG STORES 
+ 333-44.6% 


S¢~$. 100 
16,$93- 


STORES 
17.4% 


Canvasser 
2746-2.64 


OTHERS 
21 ,616-22.5% 


Famous” before 1900. The Iver 
Johnson Arms & Cycle Works mark 
is credited to William H. Johns, 
chairman of the executive commit- 
tee of Batten, Barton, Durstine & 


TOTAL - 16 CITIES 


Reasons for Drug Store Preference 


Osborn. 

The greatest of the professional 
sloganeers, according to Mr. Kahn, 
was G. Herb Palin, who died in 


CONVENIENT LOCATION 


BEST VALUES 
12.7% 


E 
2 


8.6% 


DerakTanrt 
6.7% 
most 

COMPLETE 
eToce 
e.o8 

EFrictest 
cLanas 
2.0% 

CLEAR WELL 

ARRANGED STORE 

2.08 

oTmn 
mesons 

s.% 


1928 after a slogan-writing career 
in which he was said to have earned 
as much as_ $100,000 a_ year. 
“Safety First” and “See America 
First’ were among his creations. 


TOTAL —— 16 CITIES 
J. Henry Smythe of New York 


DRUG DEALER INFLUENCE ON SUBSTITUTION OF BRANDS 


is pictured as Palin’s successor. A 
publisher of children’s books, he 


40.1% DO SUGGEST SUBSTITUTIONS 


59.9% DO NOT 


SUGGEST SUBSTITUTIONS 


took up slogan writing as an avoca- 55.5% DO NOT ACCEPT 
tion during the war. Among his G) 


hs 0 MT -+—17..8% OF ENTIRE MARKET 


creations are ‘‘Mother Love Lasts— 
So Does Wrigley’s Flavor,” and 


Draper-Maynard sporting goods 
firm had been using a bird dog as 
a trademark for 16 years, and 
promptly adopted Ruth’s comment | 


for a slogan. Rotogravure Gets | 


The Bard as Copywriter 
| 


In “Henry VI,” 
wrote, “We are advertised by our 


loving friends.” Although the »o' |_Budget on Flexees 


did not use the line in connection 


with either food or babies, Mellin’s |Foundatic:is has increased the 1939 
appropriated the |advertising budget for Flexees 15 | 


Food Company 
slogan in 1880. Another advertis- | 
ing line from literature, according 
to one theory, is “I’d Walk a Mile 
for a Camel.” 
“My Lady Nicotine,” wrote: 
tain mixture so superior he will 
walk three miles for it.” 

Manufacturers who have coined 
their slogans, according to the 
Kahn story, include Henry J. Heinz 
and William Wrigley, Jr. A shoe 
store advertisement offering 21 
styles was observed by Mr. Heinz 
back in 1896 when he was riding 
on the elevated. He began to 
count his own products, pausing 
when he reached 57 only because 
that number seemed lucky to him. 
He got off the train and had a 
lithographer set up the first adver- 
tisement bearing the Heinz slogan, 
“57 varieties.” 

Mr. Wrigley is 


credited with 


No Greater 
Concentration 


and Buying 
Power in the 


World!.... 


MORE THAN 


340,000 


CIRCULATION 


in Iliseis, !hdiaha, £0. Wis¢onsin 


| Man.” 


Shakespeare | 


James Barrie, in|this week. In 
“T|roto section in the country, eight 
know a man who considers a cer-|consumer magazines are 


“Time and Tydol Wait for No 


TOTAL —— 16 CITIES 


DRUG DEALER INFLUENCE ON SALE OF ADDITIONAL ITEMS 


48.8% 00 SUGGEST ADDITIONAL ITEMS 


51.2% D 


© NOT SUGGEST ADDITIONAL ITEMS | 


46.4% DO NOT ACCEPT 


Bulk of Increased | 


26.2% OF ENTIRE MAR 


KET 


New Ycrk, Dec. 28.—Artistic 


covered by pantry inventories. 
other products. 


per cent, with most of the increase | 
to be spent in newspaper rotograv- 
ure sections, it was revealed here 
addition to every 


Wohl Shoe Dealers 
Choose Schedule 
The ae campaign starts in for 1939 Program 


February issues of Good House-| s+ Louis, Dec. 28.—The Wohl 
keeping, Harper’s Bazaar, Ladies’ Shoe Company, maker of Connie 
Home Journal, Life, Mademoiselle, | joes for young women, today dis- 
McCall’s, Vogue and Woman’s Home | closed plans for a substantial in- 
Companion. Trade papers in the |.eace in 1939 advertising, includ- 
field will continue to receive page |ing a magazine campaign for which 
insertions Once & month. the dealers themselves selected the 
The increase in the Flexees publications. 
budget is the second since July. Fall The campaign, as outlined by J. 
advertising was increased 20 Pers. Johans, advertising director, is 
cent and a new merchandising pol- the result of a recently completed 
nid introduced. In July, the Artis- survey of 5,000 department store 
tic line was reduced from 250 to 82 owners and shoe merchants. Not 
numbers, and the price range fixed only were these dealers questioned 
= $5 te $15. as to their views on magazine ad- 
Feature of vertising, but they were asked to 


on next 


the 


merchandising 


into seven basic figure types, which 
jare charted on a Shadowgraph to 
enable store clerks to fit most cus- 
tomers without the usual trouble. 
Hirshon-Garfield has the account. 


B. C. to Seek 
Fair Tourists 


— is the classification of women 
| 


select the media they believed best 
for the purpose. 
Their wishes have been followed 


almost exactly, said Mr. Johans, 
with a schedule consisting of Cos- 
mopolitan, Mademoiselle, McCall’s, 
The Saturday Evening Post, True 
Story and Vogue. Mademoiselle was 
the only magazine used by Wohl in 


of Circulation | 


The British Columbia govern- |!938 advertising. n ; 
‘ment will spend $85,000 in tourist} A “Miss America” theme will be 
jadvertising in 1939, with Major used to dramatize the campaign, 
|Gordon Smith in charge. tying in, in part, with True Story’s 
Copy will urge visitors to the|current search for the as yet un- 
Golden Gate Exposition in San |named young lady. This girl will 
Francisco to make a trip to Canada |}, ¢eatured in advertising for Con- 
| wae on the const. ‘nies. In other magazines, testi- 
'monials and photographs of girls 
J. B. Wand Elected from leading schools will be used. 
J. Ben Wand, president of the According to Mr. Johans. Con- 
Jacksonville, Fla., Advertising Club,| .**~ & a vi gg Pang 
has been named chairman of the |Nie is the only high-styled line of 
city advertising committee and will |women’s shoes at the $5 price to 
direct expendi.ure of a $31,000 an- |gain extensive support in national 
/nuai budget. \copy. He pointed out that another 
— nationally advertised shoe in this 
Gets Lockheed Aircratt field was an arch type. Connies 
svckheed Aircraft Corporation on been — the owes ne 
Glendale, Calif., has appointed Lord ie ea on a oe 
& Thomas, Los Angeles. to handle |*°r dealer favor as an open stock, 
its advertising. Dan Layman is ac- |Teadily available line. 
count executive. The 1939 campaign will also in- 


in the studies. 


Charts from a new volume published by Scripps-Howard Newspapers which gives consolidated results for all of the cities 
This group refers to drug products, but the volume also concerns itself with a variety of 
Each subject is covered by a !6-city composite, as shown here, plus individual charts for each city included 


clude a six-week newspaper drive 


in cooperation with dealers. In ad- 
dition radio transcriptions, repro- 
ductions of magazine copy and 


metaloid window signs, are being 
furnished. Also available to deal- 
ers are neon window and depart- 
ment signs, window display panels 
and direct mail material. 


Would Limit Promotion 


Senator Chester T. Skibinski, of 
Chicopee, Mass., has filed in the 
state legislature a bill which would 
permit cities and towns to spend for 
advertising their commercial and 
recreational advantages a sum not 
exceeding one one-hundredth of 
their valuation. The bill would also 
allow two or more municipalities 
to advertise jointly. 


Baker Joins L&T 

Lynn Baker will join the execu- 
tive staff of Lord & Thomas, New 
York, in the near future. He was 
formerly with J. Walter Thompson 
Company as manager of Pacific 
Coast activities and more recently 


Wolf to AGA Committee 


H. Carl Wolf, president of Gas 
Light Company, Atlanta, Ga., has 
been appointed a member of the 


|American Gas Association’s com- 
|mittee on national advertising. 


in the New York office of the) 
Thompson company as vice-presi- 
dent. 


Attack Jersey 
Whisky Minimums 


on Two Fronts 


Newark, N. J., Dec. 27.—The 
constitutionality of this state’s fair 
trade regulations which prohibit 
'the sale of alcoholic beverages be- 
low a price established by the dis- 
tiller or distributor, was under fire 


Frederick Burnett, alcoholic bever- 
age commissioner, restrained for 
20 days from suspending licenses of 
retailers accused of fair trade vio- 
lations. 

In both cases, the restraining 
order against the Commissioner also 
enjoins the retailers from cutting 
|liquor prices below the levels es- 
tablished by distillers and Com- 
missioner Burnett warned all li- 
cense holders that the present test 
of the law gives no dealer the priv- 
ilege of disregarding fair trade 
regulations. 


Rados to Kelvinator 


C. William Rados has been ap- 
|/pointed manager of Kelvinator Na- 
tional Salesmen’s Institute, estab- 
lished by Nash-Kelvinator Corpora- 
tion, Detroit. He was formerly wit! 
Anthracite Industries and previous- 
ly with American Radiator Com- 
pany. 


1 7¢ SALES Are Your Problem 


— if you are looking for new slants to put more pep into sales—if you wan! 
to know how others are keeping salesmen on their toes—how they 4% 
making sales letters pull—how they are cutting down selling cos 


DARTNELL CAN HELP YOU—SEND TODAY 


to 4660 Ravenswood Avenue, Chicago, and ask for FREE chart showing 83 
Dartnell sales aids. Twenty years serving sales managers all over the world 


—«©, 


in two courts last week, with D. | 
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STUDY RESULTS OF FACSIMILE 
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George V. Horton (left), Scripps-Howard, and Walter Patzloff of the Branham 
Company, scan a short-wave edition of the St. Louis Post-Dispatch as it unrolls 
from the facsimile set recently installed in Gardner Advertising Company's 


St. Louis office. 


War Pushes 
Yankee Products 
Out of Japan 


James R. Young Tells 
How Conflict Affects 
Advertising 


(Picture on Page 27) 


Chicago, Dec. 27.—Though the 
strict economy necessitated by the 
war has wiped American products 
ff the Japanese landscape, some 
| approximations of the Yankee label 
ere available. “Worcestershire” 

sauce is missing, but “Winchester” 
} sauce may be had. “Queen George 
lV” whisky is ready for those who 
' were wont to call for a brand bear- 
ing a somewhat similar name, and 
virtually every other famous trade- 
mark has been paraphrased. 

These were the tidings brought to 
Chicago Post 170, American Le- 
gion, at the Tavern Club today by 
James R. Young, former Tokio cor- 
respondent for International News 
Service and for the last five years 


» head of the Orient Bureau of INS. 


Mr. Young, who endeavored to 
translate the Oriental viewpoint for 
the advertising men, is one of the 
He 
represents King Features Syndicate, 
which translates its funnies into the 
Japanese version for consumption 
it the youth of that land; Interna- 
tonal Film Service, its screen broth- 
er, and between these chores, serves 
iS an executive of the Japan Ad- 
ertiser, daily newspaper printed in 


rn 
rr 


English, and operates his own ad- 


: ertising agency. 


7 
Mr. 


Young is a nephew of Kel- 
ogg M. Patterson, Chicago manager 
for the Cincinnati Times-Star, one 


{ of the founders of Chicago Post. 
| His advertising agency guise is 


of his most interesting, Mr. 
ing said, since Japan has no 
t Bureau of Circulations, no 


§ Standard rate for newspaper space, 
»“nad no agency commission. The 
y usually discounts newspaper 
reulation claims 40 per cent, and 
; it 60 per cent for magazine 
esentatives. 
agent perforce must get his 


“ONE MAN 
AGENCIES” 


\’ OPPORTUNITY .. . to be 
*" relieved of details . .. to 
‘ve a skilled staff at your 
mmand .. . to concentrate 
r time and effort on selling. 
;).tum-sized, fully recognized 
veago agency with record of 
frity and ability since 1926, 

‘ room for one or two good 
Congenial associates, 
olehearted co-operation. 

4 'iWwing account commensurate 
billing. Replies held in 


t confidence. Address, Box 
\dvertising Age, Chicago. 


compensation by brokering space. 
If the quoted rate is three cents 
a line, the agent offers one and one- 
half and the final quotation is sub- 
ject to compromise. 

Japan boasts a score of advertis- 
ing trade papers, whose ethics are 
as little standardized as the methods 
of the publications and advertisers 
whose activities they report. To put 
it plainly, said the visitor, the trade 
sheets find it easier to make money 
by withholding news than by pub- 
lishing it, blackmail being a pop- 
ular basis for business. These pa- 
pers usually find it convenient to 
render two bills to the person in 
the client’s organization who pos- 
sesses their confidence. 

The public prints are rampant 
with patent medicine advertising, 
usually decorated with photographs 
of one or more American movie 
stars. Clark Gable and Myrna Loy 
would be surprised to learn of the 
long list of Japanese home remedies 
they have endorsed, 


Economy Is Watchword 


The war, which has placed a 
premium on metals, however, has 
resulted in a general decrease in 
use of illustrations in Japanese 
publications. It has also left its im- 
print on every other activity of the 
country. Cosmetics are banned, and 
automotive linage has been hit hard 
by the one gallon of gasoline which 
is the daily ration of the private 
motorist. 

Retail organizations have not only 
established a maximum of one- 
quarter page for use of newspaper 
space, but have conformed with 
government desires by banning 
prices, or any other copy which 
might cause the reader to desire the 
product advertised. 

The only thing untouched by the 
war is the appearance of space 
salesmen, who affect the garb of 
diplomats — morning coat and 
striped trousers. 

The newspapers issue extras at 
every opportunity, their sirens ap- 
prising the public and their news- 
boys that something startling has 
occurred. The “boys,” ranging in 
age from 50 years up to 100 or so, 
carry bells for advertising their 
wares. 

Though Germany and Japan have 
much in common, including a mili- 
tary treaty, the former has been 
able to gain little commercial ad- 
vantage from the alliance. While 
Japan is glad to get German goods, 
it has stipulated that soy beans 
shall be the medium of payment— 
an offer which the Germans rejected 
with scorn. 


Four Name Sudler 


Culbreath Sudler, Los Angeles 
agency, has been appointed to han- 
dle the following accounts: Pad- 
dock Engineering Company, builder 
of swimming pools, using class pub- 
lications; Florentine Gardens, Hol- 
lywood cafe, newspapers and radio; 
| Earl Hill Wilson’s Sulphur Solution, 
|newspapers and health magazines, 
land Sterilator Distributors, using 
newspapers and business papers for 
lits new home-dishwasher. 


4-Billion Dollar 
Market Visualized 
for Appliances 


Modern Conveniences 
Found Absent in Many 
U. S. Homes | 


New York, Dec. 28.—The Modern | 
Kitchen Bureau’s 1939 promotion 
program, which was outlined in 
ADVERTISING AGE last week, will 
be aimed at a four billion dol- 
lar market, according to a survey | 
just completed by the National | 
Electrical Manufacturers Associa-| 
tion. Potential consumer sales of | 
electrical appliances were estimated 
at that figure in a study based on 
appliances now in use and the dis- 
tribution of incomes among individ- 
uals and families. 

According to the NEMA research, 
there are 19,729,150 family incomes 
in the country aggregating $1,070 
or more each year. Of these wage 
earners, 55 per cent, or about 10,- 
850,000, do not own electric clocks; 
68 per cent do not own electric 
percolators; 47 per cent are with- 
out electric toasters, and 51 per cent 
have no electric vacuum cleaner. 

On the other hand, the survey 
found that 80 per cent of the group 
have radios, and 90 per cent of 
those with wired homes have elec- 
tric irons. Only 25 per cent have 
waffle irons or electric hot plates. 


Field for Other Appliances 


Although all income classes pur- 
chase certain types of electrical ap- 
pliances, regardless of expense, such 
as refrigerators, the NEMA study 
confined such items as water heat- 
ers, stokers and room coolers to the 
higher income brackets. There are 
926,648 incomes of $5,000 or more 
per year, and only 15,000 room cool- 
ers have been sold to this group, 
leaving a market for 911,000 more. 
Sales of 289,000 water heaters left 


PREVIEW BASEBALL FILM 


Mi 


iff 


William Harridge (left), president of the American League; Lew Fonseca 


(center), director of promotion, and William S$. McLean, director of advertising 

for the Fisher Body division of General Motors, discuss the new official league 

film, "First Century of Baseball,” written by Mr. Fonseca, following its world 

premiere at the Waldorf-Astoria, New York. General Motors will produce and 
distribute the film. 


a market for 637,000; sales of 300,- 
000 stokers left a market for 
626,000. 

Electric ranges, while more ex- 
pensive than water heaters, are 
designated as a logical purchase in 
the group earning $2,500 per year 
and up, because they form a more 
necessary part of household equip- 
ment. In the $2,500 class, 51 per 
cent of the 4,220,391 families have 
electric ranges. The potential mar- 
ket totals 2,152,400 units. 

The market for electric refriger- 
ators is even broader than that for 
ranges, and has been more thor- 
oughly developed. Nevertheless, in 
the $2,500 bracket the study shows 
that 25 per cent, or 1,055,100 fam- 
ilies, are potential customers. The 
same situation exists with respect to 
washing machines. 

The study is summarized in a 
table covering fifteen different kinds 
of electrical appliances, from hot 
plates and grills, whose average 
price is $2.30, to room coolers with 
an average price of $460. This 
table, giving the estimated market 
for each kind of appliance, in num- 
bers and dollars, is as follows: 


Estimated Average Total 

Market Retail Value Market Value 
Hot Plates and Grills........... 15,900,000 $ 2.30 $ 36,570,000 
eas ee Cara's 10,850,000 4.00 43,400,000 
Pe CEticree ened oenenees 13,416,000 4.50 60,372,000 
es cee RRR S KOR ERERES 2,000,000 5.00 10,000,000 
re 14,771,000 5.50 81,240,500 
ee eer ee ere 9,273,000 6.50 60,274,500 
0 Eee ene rere 4,000,000 53.00 212,000,066 
Wo as ee 10,061,000 55.00 553,355,000 
Electric Clothes Washers........ 7,083,000 70.00 495,810,000 
PO er eer 2,870,000 75.00 215,250,000 
i es chcav ens nes bie as 637,000 82.00 52,234,000 
pa "aa 2,152,000 135.00 290,520,000 
TCT eT Tee 8,458,000 173.00 1,463,234,000 
DEE Gap Gsekcccdarvcakweseeed 626,000 304.00 190,304,000 
PE ee re ee ee 911,000 460.00 419,060,000 


$4,183,624,000 


McGraw-Hill Men 
Get Citations for 
Promotion Copy 


New York, Dec. 28.—Winners in 
a contest open to advertising pro- 
motion men on McGraw-Hill pub- 
lications have been announced by 
the company as follows: 

The permanent trophy, a bronze 
plaque, awarded to the publication 
with the best all-around balanced 
program, went to Electrical World 
and Power, which tied for first 
place. Hunter Snead and Roger L. 
Knight, representing the two pa- 
pers respectively, received checks 
for $100 and certificates of award 

Cash prizes of $25 and certiticates 
were presented for the best cam- 
paigns or promotion pieces in five 
classifications: Publication adver- 
tising—C. D. Benner, Business 
Week; Booklets and Folders—S. A. 
AcMillion, Factory Management and 
Maintenance; Sales Letters-—Wal- 
lace Blood, Electronics; Market Sur- 
veys—H. A. Haworth and Miss 
Elsie Eaves, Engineering News-Rec- 
ord and Construction Methods and 
Equipment; Publication Surveys— 
E. J. Tangerman, American Machin- 
ist. 

Honorable mention certificates 
were also presented to J. W. Rob- 


ertson and A. G. Sutherland, Food 


Industries; Lloyd Dunn, Electrical 
Contracting and Wholesaler’s Sales- 
man; R. W. Orth, Product Engineer- 
ing; E. J. Tangerman, American 
Machinist; and Wallace Blood, Elec- 
tronics, for other noteworthy pieces 
in these various classifications. 

The board of julges consisted of 
Edgar Kobak, vice president, Lord 
& Thomas; Chester Lang, manager 
of publicity, General Electric Com- 
pany; A. L. Billingsley, president, 
Fuller & Smith & Ross; J. Sherwood 
Smith, president, Calkins & Holden; 
and T. C. Fetherston, publicity de- 
partment, Union Carbide Company. 


“Roanoke Times” Starts 
Merchandising Service 


Times-World Corporation, Roa- 
noke, Va., publisher of the Roanoke 
Times and World-News, has an- 
nounced a new merchandising serv- 
ice for its national advertisers. 

A display stand, containing ad- 
vertised products, and headed “As 
Advertised in the Roanoke Times 
and World-News” will appear in 25 
Roanoke grocery stores, including 
16 independent and nine chain 
stores. 


Buys “Democrat-Chief” 
Paul B. McEvoy, publisher of the 
Democrat-Chief, Hobart, Okla., has 
sold his interest in the paper to his 
brother, Maurice McEvoy, publish- 


er of the Review-Courier, Alva, 
Okla. 


Business School to Best 


Business Training Foundation, 
operating the Employers Test Ad- 
ministration Bureau, the School for 
Office Training and the Filing Insti- 
tute, New York, has appointed 
Frank Best & Co., New York, to 
handle its advertising. 


PRINTING 


EXECUTIVE 


@ We have in mind the $5,000 
executive who spent three days 
of his own time and that of five 
printers, getting estimates on the 
placing of a $200 order...The 
low bidder got the job, but the 
engravings were delayed, the 
composition had to be re-set, 
and two cuts were transposed. 
The $5,000 man has been “on 
the carpet” three times explain- 
ing matters...Plenty of valuable 
energy wasted over mistakes... 
It is our business to help buyers 
save TIME, ENERGY and MONEY... 
We know printing, engraving 
and typography, backward, for- 
ward, up and down... we do it 
every day... Faithorn service 
and prices must be reasonable; 
or we wouldn't be serving so 
many important accounts. Try usl 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


This full page 
advertisement 
for Martha 
Weathered 
appeared in 
Harper's Bazaar. 
It was prepared 
by Faithorn. 


ALWAYS 
THE FINEST AT FAITHORN 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you... 
Speed, economy and satisfaction assured. 


FAITHORN 


CORPORATION 
Telephone Wabash 7820 
$04 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 
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ADVERTISING AGE 


January 2, 1939 


—— 


SANTA CLAUS 


PLEASED THEM 


The Cleveland office of McCann-Erickson entertained 300 at its Christmas party 


including (left to right) Frank Conrad, 


radio time buyer from the New York 


office; K. K. Hackathorn, WHK, Cleveland; and Don Stratton and Vernon Pribble, 


sales representative aid manager, respectively, of WTAM, Cleveland. 


U. S., Australian 


Agency Methods 
Much Alike 


New York, Dec. 28. 
and Australian 
nique is so 


American 
advertising tech- 
similar and the two 
countries closely allied in 
language, sympathies and outlook 
on life that the New York agency 
transplanted to Melbourne could do 
an excellent job—after it had cor- 
rected a few misconceptions arising 
out of the 8,000-mile gap separating 
the two continents. 

This is the belief of E. Yaxley, 
who is in the United States on leave 
of absence from Samson Clark, 
Price-Berry Pty. Ltd., of Melbourne, 
which handles a number of Ameri- 
can accounts. 

“Any American agency man who 
walked into an Australian advertis- 
ing agency,” said Mr. Yaxley, 
“would immediately find himself in 
familiar surroundings. He would 
discover an over-worked media de- 
partment, account executives, copy 
men, art section and checking and 
billing departments. He would be 
impressed by the care with which 
campaigns are planned and by the 
quality of the creative work. Be- 
cause so much advertising is pro- 
duced for American advertisers and 
must bear comparison with the 
American variety, Australian stand- 
ards are necessarily high. In fact, 
ideas used in Australia are occa- 
sionally adapted to the United 
States.” 


are so 


Just Like Home 


The media situation in Australia 
resembles that of the United States 
in many respects. Although the 
many large government-owned ra- 
dio stations accept no advertising, 


| 

| more 
|operate exactly as do those of Amer- 
\ica. 


than 90 commercial stations 
The choice of programs also 
|parallels that in this country. No 
|national networks exist, but the 
agency may create its own accord- 
ing to its requirements and _ this 
procedure has become common. 

While Australia boasts many ex- 
cellent magazines, none has achieved 
the national dominance of some in 
the United States. Certain types of 
women’s weeklies have come to the 
fore recently, however, one now en- 
joying a circulation of 400,000. 

Newspaper standards are high and 
many Australian dailies run 48 
pages. Printing is good, the me- 
chanical equipment being of the 
same type and often of the same 
origin as that of the United States. 
Outdoor advertising is also popular, 
with eight and 24-sheet posters 
being favorite sizes. Australian lith- 
ography compares favorably with 
that of the United States. 

“With such a diversity of media 
from which to select,” said Mr. 
Yaxley, “it is somewhat amusing to 
be confronted with the bland state- 
ment of an American advertising 


man that Australia may easily be 
covered by one publication. This 
is no more true of Australia than 


lof the United States. The existence 
‘of such a belief, however, empha- 
lsizes the value of working arrange- 
lments between agencies handling 
the same account in the two coun- 
| tries.” 


Not With Spokesman 
| Spokesman Publishing Company, 
| Cincinnati, has reported that Harry 
T. Gardner is not associated with 
the organization. The reference was 


made in the Dec. 19 issue of ADVER- | 


|TISING AGE. 


| - 

Broeder Gets Durasteel 

| Clifford F. Broeder Agency, St. 
| Louis, has been appointed advertis- 
ing counsel for Durasteel Company, 
St. Louis. Magazines and direct 
|mail will be used. 


Advertising 


Men's F 


lorida Headquarters 


| il 


(rege arr) 


DANIA BEACH HOTEL 


DANIA, FLORIDA 
| 19 MILES NORTH LY ON 
OF A. A. A. HOTEL U. S. No. 1 
MIAMI IN DANIA HIGHWAY 
ITUATED IN A 3 ACRE PARK « 4 SAL PALMS and FLOWERS 
@®@ LARGE OUTSIDE ROOMS 
| @LOW RATES ALWAYS 
e@ OPEN ALL YEAR 
—_——_——— @NEAR 
SEND FOR BOOKLETS AND RATES @ EXCELLENT CUISINE 
S85 HBinvrwtses FReeoeeR Hiatt BEA CR 
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Getting Personal 


Yuletide roundup... 

Glenn Buck, manager of the Nebraska Farmer, Lincoln, sang a 
paean of triumph on his Christmas card: “Just recovering from a 
ten-day tussle with old man pneumonia—-” . . . All of the boys and 
girls in the Coast offices of Erwin, Wasey & Co. appended their sig- 
natures to the agency’s greetings to its friends at Yuletide. . . 

Ben Lichtenberg, president, Institute of Public Relations, included 
in his greeting message a “survey” of his most intimate public—Mrs. 
Lichtenberg and the children. . . 

Harry Stone, g.m. of Station WSM, Nashville, found a color re- 
production of the Hermitage, home of President Andrew Jackson, 
an effective background for the inscription of Christmas wishes to 
his host of friends. . . And the Elon G. Bortons (La Salle Extension 
University) used a group picture, with the family pets included, as 
a Christmas card. . 

Thurlow Brewer, Western manager for The New Yorker, brought 
a chuckle to his advertising friends, with a Christmas poem by Frank 
Sullivan, ingeniously interweaving the names of scores of agencies. 
It started like this: 

Ring out, wild bells, to the starry skies 
Our greetings to all who advertise— 
The big, the little, the super-giants, 
The seasonal fellows, the weekly clients. 
Ring Merry Christmas and ring it clearly 
To the advertisers we love so dearly. 

K. A. Ford and the other principals in Ford, Browne & Mathews, 
Chicago agency, amazed their friends with a talking card which con- 
veyed their Christmas wishes in a squeaky, but clearly audible voice. 
_..L. B. Wilson, boss of WCKY, Cincinnati, used gold and silver 
ink lavishly on his luxurious Christmas card. . . 

H. W. Schwartz, a.m. of C. G. Conn, Ltd., Elkhart, Ind., com- 
bined business and pleasure on his Christmas greetings by depicting 
red-coated soldiers on the march—with the proper musical equip- 
ment, of course... George Hammesfahr, of Metropolitan Sunday 
Newspapers, took advantage of the current question craze to wish 
his friends a “Merry Quiz-Mas,”’ with nine queries all related to the 
year’s greatest holiday. 

Henry Ewald, of Campbell-Ewald, devoted his Christmas card 
to his greatest treasure—a photograph of Teddy Ewald Loud, his 
grandson, at grandpa’s big desk... . 

O. C. Harn, managing director of the ABC, wished his friends 
“Best of luck, best of health, best of everything.” ... Nate Pumpian, 
media director for Henri, Hurst & McDonald, used photomontage to 
show highlights of his short but blissful wedded life. . . 

Yetive Browne, copywriter for H. W. Kastor & Sons Advertising 
Company, allowed a melancholy note to creep into her Christmas 
greetings. The orthodox salutation was followed by the footnote: 
“Read and believed not to violate any known federal regulations.” . 

Al Rose, of WMCA, New York, remarked that two words are 
worth 10,000 pictures: “Merry Christmas!” ; 

A loyal Lord & Thomas worker for 35 years, Miss Olga Swen- 
kerud, in charge of the service department in the Los Angeles office, 
was retired on a pension by the company Jan. 1. Miss Swenkerud 
started in the Chicago office in 1903. . 

Charles Deland, Jr., of the art staff of Wm. B. Remington, Inc., 
Springfield, Mass., agency, who for a number of years has collected 
hats of all nations, described his hobby and experiences on the Hobby- 
Lobby program Dec. 28 over the NBC Blue network. . . 

David Arndt is one agency man who welcomed all the Christmas 
cigars he got. His personal supply was sadly depleted through giving 
them away with both hands to signalize the birth of not one but two 
little Arndts. He is a partner in John Falkner Arndt, Inc., Philadel- 
phia agency... 

The advertising department of the New York Times gave a tes- 
timonial luncheon to John P. Cunningham at the Hotel New Yorker 
prior to his departure for Chicago, where he is opening an adver- 
tising office for the Times... 

Cecil C. Agate, who assists George R. Jordan in advertising and 
sales promotion of Jacob Ruppert beer, wields a wicked racquet. As 
a representative of the Tremont Paddle Tennis Club of Orange, N. J., 
Agate and his partner were runners-up in a U. S. Paddle Tennis 
Association tournament at Rye, N. Y. Sidney Wood, the tennis inter- 
nationalist, was half of the winning team... 

When Newlin B. Wildes was a Harvard student, he took a course 
in short story writing. Now, outside his job as Ladies’ Home Journal 
Boston representative, he is cashing in on his education. His by-line 
appears over a short story in the Dec. 31 issue of Liberty. 

Louis Cahn, pres., Cahn, Miller & Nyburg, Baltimore agency, 
leaves early in January on his annual cruise to Rio. He will be gone 
for 25 days. . . Jack Williams, Newell-Emmett copywriter for White 
Rock and N. Y. Savings Banks Assn., will take to wife a Cleveland 
lass, 


come June. 

The annual Christmas party of the N. Y. Financial Advertisers 
vas a testimonial for Philip Bleeth, for 20 years a member of the 
N. Y. Sun financial advertising department. Gilbert T. Hodges, the 
Sun’s board chairman, presented Mr. Bleeth with a silver vase, the 
gift of Sun prexy William T. Dewart. It was announced at the party 
that J. E. (Doc) Wooley of Fortune, and Sayers Coe of the Chicago 


Journal of Commerce will serve on a committee to nominate a 1939 
slate of officers for the association. 
Ralph Foote, a.m., Beech-Nut Packing Corporation, will travel 


during the month of January. . . Al Ryerson, secretary, N. Y. Theater 
Program Corporation, received a son for a Christmas present. The 
offspring arrived Dec. 21. . . Other pre-holiday babies include a son 
to Bob Barbour, assist. Bakelite Corporation, and one to Clif- 
ford B. Ross, director of research, Ross Federal Service. . 

Norton Cotterill, v.p., World Broadcasting System, spoke before 
an adult education group of Maplewood, N. J., 
. Bert Nevins, the publicity man, became a new father 
back. Mrs. Nevins is the former Marion Cahn, who 
used to be in advertising with Estella Kahn Associates and the Paper 
Cup Institute 


a.m., 


on radio advertising 
problems. 


lew weeks 


John S. Brehm, v.p., Crowell Publishing Company, was tendered 
a testimonial luncheon by his associates last week. A similar party, 
commemorating Mr. Brehm’s birthday, has been held for the past 
20 years Speaking of Crowell, President Thomas H. Beck 
out novel Christmas cards in the form of deeds to one acre of 
land he recently acquired in Arizona. 


sent 
the 


— 


BEGINNERS’ LUCK 


A. R. Maclsaac (left), assistant advertis- 
ing manager, Burroughs Adding Machine 
Company, caught an 88-pound sailfish 
while his companion, Dan Boone, editor 
of The Clearing House, published by the 


same company, netted a _ 1!00-pound 

specimen on a vacation recently at 

Acapulco, on the West Coast of Mexico. 

It was the first deep-sea fishing experi- 
ence for both men. 


Sales | Eificlency 
Vital in Struggle 


for Existence 


New York, Dec. 23.— Every in- 
dustry must market its goods more 
efficiently if it is to survive, for 
consumers buy first from those 
concerns that sell best, writes L. 
Rohe Walter in a new book called 
“Effective Marketing.” 

Mr. Walter, who is advertising 
manager of the Flintkote Company, 
outlines basic principles of market- 
ing both for the seasoned market- 
ing executive seeking a coordinated 
view of advertising, sales promo- 
tion, distribution and merchandis- 
ing, and the student searching for a 
unified approach to the whole prob- 
lem of marketing. 

“The first step in the building of 
a sound marketing program is the 
availability and value of a_ good, 
salable product or service,” says 
the author. Marketing and adver- 
tising activity can only interpret in- 
herent values of a_ product, 
build non-existent values 
product. 


Stresses Sales Teamwork 


Principle Number Two of Mr. 
Walter’s seven-point plan 
creation of “an organization de- 
signed primarily to smooth the way] 
for and make profitable selling pos-| 
sible.” This 
departments of a firm to the major 
jtask of selling merchandise. 


Investigation is pictured as _ the 


icess. As the author phrases it, 


“Knowing your market means mak-§ 


\ing it easier for your prospects to 


|become customers. Those who maké 
4 
The @ 


jit easier get 
jfunction§ of 


more business.” 
investigation, be it} 


called research, market analysis or 


|something else, is defined as learn-] 
ing “what goods can be sold, wheref 
sold at a profit, and how best t 
sell them.” 

People buy ideas when they bu) 
products, Mr. Walter states. Con- 
sumers are more interested in what 
|they can get out of a product in the 
way of gratifying their own desire: 
than in what the manufacturer put 
into it, so point Number Four 
“understanding the customer's view- 
|point.” 


| 


| The fifth principle involves “keep- 
‘ing ahead of the parade.” A mar- 
keter must not only keep abreast 
of changing conditions but develo} 
|\“a far-sighted anticipation of mar 
ket trends, and a_ willingness 
meet changed situations.” 

Careful planning, coupled wit! 
the courage and vision needed ¢ 
put the plan into action, is princip 
Number Six. Sales promotion 
precede, augment,  accelerat 
|smooth the way for, and follo 
personal sales activity” is the finé 
point. 

“Effective Marketing,” $3, is pul 
lished by McGraw-Hill Book Con 
pany. 
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involves gearing all§ 


third cornerstone of marketing suc-§ 


Must Keep Ahead 
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\This Book Is Valuable to You— 


— 


Pe 


) keting was designed for you, Mr. Advertising, Marketing 
;and Sales Executive, and for you, Mr. Agency Man — 


‘}) specially if you are interested in selling goods or services 


to business and industry. 


Make this book work for you as it should. Make it 
m Supply you with brief fact-pictures of whatever field of 
J) trade or industry you are interested in; make it give you 
ja better knowledge of buying and selling methods in that 
field; make it add to your store of information with regard 
ito the business publications which cover that market. 


j 


The Market Data Book Number contains a wealth 
of factual, statistical material which you, Mr. Adver- 
mtiser, and you, Mr. Agency Man, can use to real 


\Make Sure You Use It Frequently 


*)) The 1939 Market Data Book Number of Industrial Mar- 


advantage. Here, in one volume, is a complete, author- 
itative compilation of statistical and research material 
from thousands of sources, put together in easy, conve- 
nient form which makes it the primary reference source 
for thousands of sales, advertising and merchandising 
executives who are primarily concerned with selling to 
business and industry. 


Here is market information, media information, lists 
of statistical sources for further reference—all in one 
package... a package that should always sit on your 


desk, where it can be referred to easily, quickly and 
first, when information is needed. 


INDUSTRIAL MARKETING 


100 E. Ohio St., Chicago 330 W. 42nd St., New York 
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"BRITISH LEADER DIES 


— 


Sir Charles Higham 


Death Summons 
Higham, Head of 
English Agency 


New York, Dec. 27.—The 
brought sad Christmas news to 
many New York advertising men 
last week-end —the death of Sir 
Charles Higham, who, born in Eng- 
land, learned advertising in this 
country so well that he returned to 
his native heath to become one of 
its foremost exponents. Sir Charles 
returned to the United States peri- 
odically to renew his acquaintance 
with the fraternity in this country, 
and to enjoy the balmy breezes of 
Florida, his favorite winter resort. 

Sir Charles, founder and head of 
C. F. Higham, Ltd., London, one of 
the largest agencies in England, 
passed away last night at his home 
in Godstone, Surrey, at the age of 
62. Reputed to be one of the world’s 
highest paid copywriters, he gladly 
turned his talents to winning the 
war from 1914-18 as director of 
British propaganda. 

This was not his only unselfish 
venture. During a visit to this coun- 
try last February, he outlined a 
plan for exchange of aspiring young 
advertising men and women by 
English and American agencies. 
This project had reached the stage 
where ten British agencies had in- 
dicated their willingness to accept 
American neophytes. Sir Charles 
spent much of his last trip in trying 
to sell the idea to agencies on this 
side of the water, both in the inter- 
est of higher efficiency and closer 
relations between the two. great 
English-speaking countries. 


Held Business Remiss 


Sir Charles alsc expressed con- 
cern over the failure of American 
industry to translate the conversa- 
tion about public relations into ac- 
tion. He felt that business was 
highly remiss in its failure to inter- 
pret its position in the economic 


COLLINS 

MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


cables |: 


000,000 should be appropriated for 
this project. Privately, Sir Charles 
told advertising men that he was 
greatly disappointed in the lack of | 
leadership manifested on this side | 
of the Atlantic. 
The English advertising man’s in- 
terest in American affairs arose 
from the fact that his feet were sect 
on the advertising: path as an am- 
bitious youngster here. He came to | 
the United States as a boy of 12) 
with his fatherless family, traveling | 
steerage aboard a humble cattle | 
boat. His first job was that of han- | 
dy “man” in a Brooklyn chemical | 
plant at the remuneration of $2.50 | 
per week. | 
His thoughts soon turned to ad- | 
vertising and he set his feet in that | 
path. One of the important posts 
he reached here was that of adver- 
tising manager of Frederick Loeser 
& Co., Brooklyn department store. 


Large Newspaper User 


Upon his return to England some 
20 years ago, he launched his own 
agency business, developing it tc 
the point where it was easily the 
largest buyer of newspaper space in 
the Islands. During the two decades 
it has held forth, it spent $75,000,- 
000 of clients’ money in newspapers. 
Sir Charles felt that American 
advertising has also lagged behind 
in its lack of appreciation of the 
hurry of modern life, or at least, in 
doing something about it. He con- 
tended that dominant illustrations 
must be relied on both to stop and 
hold the reader, and that lengthy 
copy had little chance of being per- 
used. 

On his trip here last winter, Sir 
Charles was entertained by many 
notables in the American newspaper 
and agency world. 


VAN DE REPE DEAD 

Sheboygan, Wis., Bec. 28.—Abe C. 
Van de Repe, 41, advertising man- 
ager of the Sheboygan Press for the 
past 14 years, died here Dec. 24 fol- 
lowing an emergency operation for 
appendicitis. An active member of 
the Newspaper Advertising Execu- 
tives Association, he joined the 
Press in 1915 as a proofreader, and 
in 1924 became advertising manager. 


LESLIE DAVID TAKEN 

Kansas City, Mo., Dec. 28.—Leslie 
C. David, 47, advertising agency 
man and former advertising man- 
ager of the Kansas City Journal, 
died last week in New York of a 
heart attack. Mr. David started his 
advertising career 30 years ago with 
the Rocky Mountain News, Denver. 


MERCEIN DIES 

Milwaukee, Wis., Dec. 27.— 
Charles S. Mercein, vice-president 
of Klau-Van Pietersom-Dunlap As- 
sociates, died last week at his home 
in Whitefish Bay, following a year’s 
illness. He was 50 years old and 
had been with the agency for 20 
years. 


Exhibit Firms 
in Consolidation 


For the purpose of building ex- 
hibits at the New York World’s 
Fair, Architectural Decorating Com- 
pany and Scientific Engineering 
Company have merged. 

The result is Architectural & Sci- 
entific Associated, Long Island City, 
N. Y. 


Frost-Landis Names 3 
Frost-Landis Company, news- 
paper representative, has appointed 
George D. Moorman general man- 
ager; Carl A. Ritchie, formerly with 
DeLisser-Boyd, Western division 
manager, and Dan Kavenaugh, for- 
merly with Fred Kimball, Inc., 
Eastern manager in New York. 


Rutledge Shifted 


Frank E. Rutledge, Jr., has been 
transferred from the New York to 
the Chicago office of the New York 
Daily News to work in Chicago and 
the newly added Michigan terri- 
tory. He has been with the paper 
for seven years. 


RCA Promotes Shannon 


Robert Shannon, formerly vice- 
president and general manager of 
RCA Mfg. Company, Camden, N. J., 
has been elected executive vice- 


scheme, and that not less than $10,- 


ADDED BEVERAGE FOR MILK PRODUCER 


A product of - 


ee tigi 


Advertisers 


Firestone Tire & Rubber 

Net income for the fiscal year 
ended Oct. 31 totaled $5,258,041, 
compared with $9,269,176 for the 
same period in 1937, a decline of 
43 per cent. Sales aggregated $141,- 
882,681, against $156,823,095 in the 
previous year, a drop of 9 per cent. 


Distillers Corp.-Seagram’s 

For the quarter ended Oct. 81, 
net profit was 31,458,254, compared 
with $2,369,956 for the same quar- 
ter last year, a drop of 38 per cent. 
Net sales for the October quarter 
totaled $19,999,017, against $23,302,- 
528 for the October quarter of 1937. 


Swift & Co. 

Net loss for the fiscal year ended 
Oct. 29 was $3,493,978, compared 
with net profit of $8,840,496 for the 
preceding fiscal year. Sales amount- 
ed to $793,816,615, against $885,- 
836,529 in 1937. 


Cudahy Packing Company 
The company reports. consoli- 
dated net loss of $2,953,895 for the 
fiscal year ended Oct. 29, compared 
with consolidated net loss of $1,- 
776,100 for the previous fiscal year. 
Net sales totaled $192,407,537, com- 
pared with $222,222,006 in 1937. 


International Telephone 

Report shows net income of $6,- 
155,819 for nine months ended Sept. 
30 compared with $7,044,070 for the 
first three quarters of 1937. 


Brentwood Names Mathes 


J. M. Mathes, Inc., New York, has 
been appointed advertising agency 
for Brentwood Knitting Mills, Phil- 
adelphia sportswear manufacturer. 
A. L. Stoumen, sales manager for 
Brentwood, reports the company’s 
1938 volume as the largest in its 
history and announces enlargement 
of the New York offices at 200 Fifth 
avenue, as part of an expansion 
program for 1939. 


Segal Promotes New Lock 


Spot radio announcements over 
Station WHN, New York, will be 
used by Segal Lock & Hardware 
Company, New York, in a test cam- 
paign during January. Local news- 
paper advertising will also be con- 
tinued through the Friend Advertis- 
ing Agency, New York. Promotion 
is in behalf of the new “pick-proof” 
lock cylinder. 


New Post for Schembs 


John R. Schembs, for the past five 
years in charge of interior adver- 
tising of Marshall Field & Co., Chi- 
cago, has joined Street Railways 
Advertising Company, _Chicago. 


Wells to “Time” 


Sturgis Wells, formerly national 
advertising manager of the Indian- 
apolis Times, has joined the Chi- 
cago advertising staff of Time. 


“Builder” Raises Rates 


Practical Builder, Chicago, has 
issued a new rate card, effective 
Jan. 1. The price for one page in- 


president. 


sertion is $775. 


Hage’'s, San Diego milk producer, recently used this outdoor po ster to stimulate sales for the orange juice added to its line. 


Foster & Kleiser made the posters. 


Earnings of Wisconsin Dairies 


Get Contracts for 
‘Campaign Funds 


Wisconsin Dells, Wis., Dec. 28.— 
The Wisconsin Dairy Industries As- 
sociation this week distributed con- 
tracts to its members as the first 
move in raising $100,000 for a na- 
tional advertising campaign. Plans 
for this campaign were broached 
three months ago. (ADVERTISING AGE 
Sept. 26.) 

The contracts call for 50-cent con- 
tributions on each 1,000 pounds of 
butterfat, less than one cent per 
cow, according to B. S. Landt, asso- 
ciation chairman here. If all Wis- 
consin plants contribute, the sum 
will total $200,000. Contracts will 
become effective, however, when 
half that figure is reached. 

Plans for national advertising will 
be developed further when half of 
the dairy plants have signed the 
three-year contracts. The indus- 
try’s interest in advertising gained 
impetus this summer when Iowa, 
Minnesota and Wisconsin agreed on 
a tri-state plan. Formation of the 
Wisconsin association, it is reported, 
creates an agency which can either 
represent the state in a nationwide 
program or in a campaign of its 
own. 

These plans tie in with the cur- 
rently discussed national advertis- 
ing project of several major organ- 
izations, both national and regional, 
in the dairy products field. A na- 
tional advertising campaign for but- 
ter, sponsored by these organiza- 
tions, is under consideration. Defi- 
nite action has not yet been taken 
on the long range program, 
ever. 


Van Raalte to 
Step Up Budget 
During 1939 


New York, Dec. 28.—The 1939 ad- 
vertising budget of Van Raalte 
Company for its line of hosiery, 
underwear and gloves will be in- 
creased about five per cent, with 
most of the additional money to be 
spent in cooperative newspaper ad- 
vertising and point-of-sale display. 

The magazine schedule includes 
Harper’s Bazaar and Vogue, with a 
total of 13 pages to be run during 
the year. The account is under the 
direction of Amos Parrish & Co. 
The agency revealed that the co- 
operative advertising policy re- 
sulted in the company obtaining 
20,000 advertisements during 1938 
in local newspapers. 


Barrett-Cravens Agency 


Barrett-Cravens Company, Chi- 
| cago, manufacturer of materials han- 
| dling equipment, has placed its ad- 
|vertising account with Advertising 
|Producers, Associated, Chicago. 


mail and an intensive catalog cam- 
paign will be used. 


Tramp Trips Appoints 

Tramp Trips, Inc., New York, has 
appointed Needham & Grohmann, 
New York, to handle its advertis- 
| ing. 


how- | 


Trade and class publications, direct | 
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‘Coming i 
Conventions 


Jan. 21. Midwinter meeting, Ad- 
vertising Affiliation, Buffalo, N. Y 
March 7-10. Annual Packaging 
Exposition, American, Management : 
Association, Hotel Astor, New York ; 
April 28-30. Annual convention, 7 
Associated Business Papers, Inc. ; 
The Homestead, Hot Springs, Va. 
May 5-6. Annual meeting, Ad- © 
vertising Affiliation, Cleveland. | 
May 10-11. Spring conference, © 
Association of National Advertisers 
Westchester Country Club, Rye 7 
N. Y. ; 
May 11-12. Annual convention 
American Association of Advertis- 
ing Agencies, Waldorf-Astoria, New © 
York. ' 
May 16. Spring meeting, Insur- 
ance Advertising Conference, Ney 
York. 
June 5-6. National Business-Con- ) 
sumer Relations Conference, Buf- ~ 
falo, N. Y. . 
June 12-17. Annual convention ¥ 
Lithographers National Association 


: 
& 


Westchester Country Club, Rye 
N. Y. 
June 18-22. Annual convention 7 


Advertising Federation of Americ: 
Waldorf-Astoria, New York. 
June 25-29. Annual convention 
International Association of Display 
Men, Hotel Astor, New York. 4 
Sept. 12-13. Annual conventior i 
Association of National Advertisers 7 
The Homestead, Hot Springs, Va. ; 
Sept. 20-22. Annual conferencé 
National Industrial Advertisers As 
sociation, New York. ‘ 


S&S Magazines Report ~ 
December Linage 


December linage for severa) 
Street & Smith Publishing Com: 
pany magazines was inadvertent! 
omitted from the table which re 
cently appeared in ADVERTISIN 
Ace. Linage and page totals fo 
the magazines, with 1938 and 19% 
figures listed respectively, are ail 
follows: 

Big Seven Group:  1,878—8. 
2,316—10.2. Picture Play: 3,789- 
8.6; 5,204—12. Street & Smit 
Combination: 3,002—13.2; 3,696 
16.5. 


Gussow, Kahn Appointed 


Martha West, New Psion sports 
wear, has appointed Gussow, Kal! 
& Co., New York, to direct its a 
count. Newspapers, class public§ 
tions and direct mail will be use*a 


SEED INDUSTRY na E 


Reader survey shows Seed World 
offers advertisers an annual 


HUNDRED MILLION DOLLAR MARC 


through its coverage of wholesalers a 
tailers who sell seed and other horticult# 
and agricultural items to 41,000,000 far 
and suburbanite ci iste omers 


hts 


We will gladly give you an analysis of 3 
field as it applies to your business. 


SEED WORLI 


Published every other Friday 
223 W. Jackson Blvd. Chicago 
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The rates for this department are as follows: 


“Help Wanted,” “Positions 


cash with order. 


classifications (single insertion rates): 
ay Write for descriptive folder describing discounts for term 


$4.76 
insertions. 


Want 


ed,” “Representatives Wanted,” and 
“Representatives Available,” 30 cents a line, minimum charge $1. 


Terms 
% in., $2.75; 1 to 3 in., 


POSITIONS WANTED 


HELP WANTED 


ARTIST-ART DIRECTOR 

Art service, Agency, and Manufactur- 
ing experience. Comprehensive lay- 
out, finished drawings. Lettering. 
Thorough knowledge photography. 
Can assist account executives in con- 
tacting clients. 

Box 1604, ADVERTISING AGE, Chgo. 


REPRESENTATIVE AVAILABLE 


MR. PUBLISHER 

An honest-to-goodness advertising 
salesman, now doing a mighty fine 
job for one publication in the middle 
west, has so organized his work that 
he can add another periodical. He's 
not looking for a push-over, prefer- 
ing a magazine that really needs his 
kind of hustle and the rejuvenating 
influence of plenty of hard, intelligent 
application. He has many valuable 
contacts with the key advertisers in 
a dozen important industries, as well 
as entree to all the worthwhile 
agencies. Among several unimpeach- 
able references will be one from his 
present employer. If you’ve got a 
publication that’s suffering from 
“mid-western malnutrition” it won't 
be difficult to come to a mutually 
agreeable working arrangement. Box 
1606, ADVERTISING AGE, Chicago. 


Food Manufacturer with national dis- 
tribution to Wholesale Grocery out- 
lets wants Sales Manager, experienced, 


proven record of success. Specify last 
ten years’ experience. All informa- 
tion treated confidential. Permanent 


position, compensation attractive. 
Concern successful and reliable. The 
more complete and intelligent your 
application, the better we can quickly 
decide. 

Box 1605, ADVERTISING AGE, Chgo. 


ADVERTISING or PRINTING SALES- 
MAN to sell LABELS & EMBOSSED 
SEALS as side line. Commissions 
every week. Old Established Com- 
pany. K. C. S. Co., 606 E. Clybourn 
St., Milwaukee, Wis. 


MISCELLANEOUS 


CURTAILED BUDGETS 

can still afford economical Photo- 
Offset for all sorts of pictorial adver- 
tising literature, booklets, brochures, 
bulletins, testimonials, catalogs, 
charts, diagrams, direct-mail pieces, 
sales letters, etc., etc. 

No typesetting or engraving costs; 
anything previously printed can be 
reproduced. 


Short runs no penalty. 

500 COPIES (8%”x11") $2.63 
Additional hundred copies only 22c 
Even lower prices for larger orders. 
Any size supplied. Free instructive 

Manual on request. 
Laurel Process, 480 Canal St., N. Y¥. C. 
In New York City and Metropolitan 
Area, a trained salesman will call on 
request. Just phone WAlker 56-0626. 


Price Trends 
Scrutinized by 
Marketing Experts 


(Continued from Page 1) 
citing the Aluminum Company of 
America as an example. 

“The comment concerning the 
company’s price policy admits that 
a wide margin above cost, estab- 
lished by former price raising, still 
prevails, but nevertheless empha- 
sizes price reductions since 1926 and 
by implication offers the company 
as an illustration of a low price 
policy.” 

Discriminatory price _ policies 
which lower prices to some custom- 
ers and not to others are also 
treated as low price policies, Mr. 
Edwards alleged. 

“If the degree of the efficiency 
and beneficence of big business is 
to be determined,” he added after 
taking further issue with the au- 
thor’s interpretations of the facts 
presented in the Brookings study, 
“there must be a wider and more 
careful survey of facts and a far 
more critical analysis of them. Low 
Price policies should be more 


sharply distinguished from efforts 
to exploit the market by sales ef- 


5 fort, 
; Price discrimination. 


u ' 
4 puter 
a A 


product differentiation, and 

“Price changes due to policy 
should be distinguished from price 
changes under competitive pressure 


— price policy has over-reached 
itself,” 


Cites Manufacturer Activity 
Miss Moulton’s address included 


& report made by the Bureau of 


Orej 


ign and Domestic Commerce 
e market research activities of 
‘ON-governmental organizations in 
‘operation with the AMA. 
poi this survey 869 companies 
i aoe questioned, with 66 per cent 
making some response. Of those 
‘nswering, 188 companies said that 


Orn ¢ 
t) 


they had engaged in market re- 
search during the year (1937), 
while 368 replied negatively. <A 
major portion of those replying af- 
firmatively were in the industrial 
goods group, although the propor- 
tion to the total is higher in the 
consumer goods field. 

Half of those who had engaged 
in research offered data as to the 
amount of money spent. This to- 
taled $1,976,000 for the 94 manu- 
facturers, an average of $21,020 per 
organization. Seventy-four manu- 
facturers broke down these figures 
which showed averages of 69 per 
cent for payroll, 14 per cent to 
travel and 17 per cent to other 
costs. 

Of 83 manufacturers reporting 
research done by outside organiza- 
tions, 42 reported aggregrate ex- 
penditures of $350,614, an average 
of $8,348. 

Mr. Hobart, the Curtis research 
expert, asserted that the study of 
consumer purchases made by the 
Bureau of Labor Statistics and the 
Bureau of Home Economics is one 
of the most important pieces of re- 
search ever made available in this 
country, again emphasizing the im- 
portance of buying power. 


Purchases for Food 


“Possibly the most urgent of all 
expenditures is food,” he said. “The 
survey showed that the range of 
expenditures in Chicago was from 
$348 in the income level of $500- 
$700, while it was $1,781 in the $10,- 
000 and over group. Thus a family 
in the highest income group spends 
five times as much for food, even 
though there is probably little dif- 
ference in the capacity to consume 
food. 

“The real difference lay in income 
where the ratio of the highest group 
to the lowest was possibly as great 
as 20 to 1. If we assume a ratio of 
1 to 1 in a family’s need for food, 
and a ratio of 20 to 1 in income, then 
the ratio of 5 to 1 may be considered 
a compromise between these two 
factors determining expenditure for 
other product groups: Clothing, 28 
to 1; housing, 6 to 1; household op- 
eration, 36 to 1; furnishings and 
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GIBBONS KNOWS CANADA | 


— J. J. GIBBONS LIMITED - ADVERTISING AGENTS | 


EVERYTHING BROKE JUST RIGHT 


”~ this 


Ss Lanned Peas 
7 are better and cheaper 


year... 


REPORT TO HOUSEWIVES 
BY THE PEA CANNERS OF AMERICA 


This past year was the hest year tor 
peas we have ever known. Even the 
old-timers in our business can't re- 
member a hetter onc. It’s a vintage 
of vintage years. 

Everything broke just mght 
Fe raimed when it should maim. The sun 
shoae when it should @hinc, Absence 
of excessive heat during barvest made it possitle to get 
into the helds to cut our crops at exactly ght moment. 

Commeqavntly, they're better, This applics gener- 
ally to all sizes, all breeds and all grades. Most of thom 
are more tendcer—have more flaver. They have maarinum 
vitamin content. Your fgmily will like thom berer. 

Grocers are offoring sume real bargains ip these 
better peas hecanse it was 2 buinper crop. A bot less mane) 
buys a lot more peas—ard hetcr ones. 


How Smert Are You About Peas? 


Pye, cot mmower Sow) eh 6 on cored one ae EO 
rete 
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CANNED PEA MARKETING COOPERATIVE 


Thus says a “Report to the Housewives 


by the Pea Canners of America” in that 


industry's cooperative campaign, motivated by the year's record pack. This copy 
appears Jan. 15 in The American Weekly, This Week and rotogravure sections of 
eight newspapers. Leo Burnett Company, Chicago, is the agency. 


equipment, 47 to 1; automotive, 153 
to 1; other transportation, 13 to 1; 
personal care, 8 to 1; medical care, 
10 to 1; amusement and recreation, 
35 to 1; tobacco, 7 to 1; reading, 9 
to 1; education, 174 to 1; gifts and 
taxes, 192 to 1; other items, 59 to 1.” 
From the government figures, 
Curtis Publishing Company has de- 
veloped a market or consumption 
pattern for Chicago and seven other 
cities. It is summarized in the state- 
ment that the half of the Chicago 
families which received incomes 
above the median point of $1,446 
bought 70.3 per cent of all consumer 
goods, while the families below that 
income bought only 29.7 per cent. 


The Largest Market 


The upper half accounted for 65.2 
per cent of the food, 77.2 per cent 
of the clothing, 63.7 per cent of the 
housing, 79.8 per cent of the house- 
hold operation expenditures, 79.8 
per cent furnishings and equipment, 
89.4 per cent of the automobiles, 
65.9 per cent of other transportation, 
70.2 per cent of personal care, 74.5 
per cent of medical care, 81.9 per 
cent of amusement and recreation, 
70.4 per cent of the tobacco, 68.5 
per cent of the reading, 89.6 per 
cent of education, 88.1 per cent of 
gifts and taxes, and 88.7 per cent of 
other items. 

“As an additional aid to analysis,” 
said Mr. Hobart, “we broke down 
the equal halves into equal quarters 
by dividing each half at its median 
point. First quarter families had 
incomes of $2,150 and above; second 
quarter families, $1,446 to $2,150; 
third quarter, $874 to $1,466, and 
fourth quarter, under $874. The first 
quarter families are the most im- 
portant market for any product, 
buying more than the entire lower 
half. 


Buy Desired Goods 


“One of the most remarkable sta- 
tistical results of the analysis was 
the discovery that the second quar- 
ter, containing 25 per cent of the 
families, consumed about 25 per cent 
of the goods in each expenditure 
classification. Apparently these are 
the average families whose pattern 
of expenditures may be considered 
the American standard of living. 

“Families in this quarter have a 
small surplus, so the things they 
buy are the things they want. At 


higher income levels the purchases |; 


based primarily on social obligations 
rather than urgent demand assume 
a larger place in the budget.” 


Networks Drop 
Press Radio News, 
Prepare Their Own 


(Continued from Page 1) 


to provide the 
service. 

News transmitted by Press Ra- 
dio is furnished by the wire serv- 
ices, and merely edited and sent to 
stations by the bureau. The amount 
paid by CBS and NBC for the Press 
Radio service has been unofficially 
estimated up to $25,000 per year. 
»ress Radio operates on annual con- 
tracts, renewable in May. 


non-commercial 


Williams Promoted 


Victor E. Williams, manager of 
the New York sales branch of 
Monsanto Chemical Company, has 
been promoted to assistant general 
sales manager. He will divide his 
time between New York and the 
St. Louis headquarters. 


General Mills 
Sponsors Comments 
of Kaltenborn 


New York, Dec. 29—General 
Mills, Inc., has started a new Sun- 
day night series on Jan. 1, featuring 
H. V. Kaltenborn, commentator. 
Twenty-five CBS stations are being 
used for the series entitled “Kal- 
tenborn Comments” heard from 
10:30 to 10:45 p. m. on Sundays. 
Batten, Barton, Durstine & Osborn 
is the agency. 


Colgate Renews Day Features 

Three daytime serial programs 
have been renewed by Colgate- 
Palmolive-Peet Company over the 
Columbia Broadcasting System net- 
work. “Myrt and Marge” heard on 
Mondays through Fridays from 
10:15 to 10:30 a. m. over 52 stations 
for Super Suds, and “Hilltop House” 
also heard on Mondays through 
Fridays, from 10:30 to 10:45 a. m. 
over a network of 51 stations for 
Palmolive soap, have been re- 
newed effective with the Jan. 2 
broadcasts. “Stepmother”’, which 
has been renewed effective Jan. 16, 
is heard on Mondays through Fri- 
days from 10:45 to 11 a. m. for Col- 
gate tooth powder. 


P&G Signs for Year 

Procter & Gamble Company has 
renewed the four CBS programs 
comprising its regular afternoon 
hour from 1 to 2 on Mondays 
through Fridays. The 15-minute 
serials are “The Goldbergs” heard 
over 32 stations for Oxydol; “Life 
Can Be Beautiful,” for Ivory soap 
heard over 33 stations; “Road of 
Life” on 22 stations for Chipso, and 
the Crisco series “This Day is Ours” 
on 22 stations. The renewals are 
for an additional year. 


Postum Continues 

“Lum and Abner” heard for 
Postum on the Columbia Broadcast- 
ing System has been renewed by 
General Foods Corporation for an 
additional 52 weeks. The program 
is heard on Mondays, Wednesdays 
and Fridays from 7:15 to 7:30 p. m. 
over 48 stations. Young & Rubicam 
is the agency. 


Bulova Renews on CBS 
Bulova Watch Company has re- 
newed its time signals heard at fre- 
quent intervals daily on the ten 
owned-and-operated stations of the 
Columbia Broadcasting System. 


THAT LOOKS FINE. 
YOU'RE MAKING THE MOST 
OF THAT BIG SIZE PAGE. 
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Bayuk Sales Curve 
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Rises Despite | 
Decline for Industry 


(Continued from Page 1) 


thus created without ever giving the 
smoker a chance to forget them. 

At the beginning of the year, 
Phillies, with a consistent advertis- 
ing record as a ten-cent cigar, was 
slashed to five cents. Havana Rib- 
bon, which formerly sold for five 
cents, was reduced to three for ten, 
Prince Hamlet remaining as the sole 
ten-center in the Bayuk line. 

The extent of Bayuk advertising 
may be gauged to some extent in 
Media Records’ newspaper linage 
figures for 1937. These show Bayuk 
to have used 1,552,167 lines in 
newspapers of 50 cities during that 
year, a budget exceeded by only 
one other cigar advertiser. Posters, 
too, have been extensively used by 
Bayuk. This year’s campaign has 
been waged on an approximately 
equal schedule. 

Mr. Newman asserted that the 
somewhat brash statements about 
Phillies caused more men to try 
that cigar than had ever tested a 
brand. These men not only smoked 
Phillies, but agreed with the com- 
pany that all of the quality found in 
the ten-cent number had been re- 
tained at the lower price. The most 
modern equipment in the world and 
a completely air-conditioned plant 
made possible both the promise and 
its fulfillment, according to Mr. 
Newman. 

The cigar manufacturer adds to 
this story, but one which is sup- 
ported by the statistics, one more 
startling statement. 

“In many cities,” says he, “Phil- 
lies account for 50 per cent or more 
of all cigar sales.” 

Bayuk sells chiefly through dis- 
tributors. Mr. Newman reported 
that cigar sales by independent 
druggists, cigar and newsstands had 
gained, while chain store outlets ap- 
peared to have lost ground. 

Newspapers, principally evening 
papers, have long been the piece de 
resistance in the Bayuk advertising 
meal. During 1938, although the 
custom of previous years has been 
followed in this choice of medium, 
space has been stepped up in size, 
and unusual layouts used for atten- 
tion value. The Mutual Broadcast- 
ing System’s coast-to-coast network 
was added on a six-day, 15-minute 
basis, with Sam Balter relating 
“The Inside of Sport.” 

Bayuk shoots at peak occasions 
with great enthusiasm. For Father’s 
Day it offers a box of 50 Phillies 
with a special wrapping that would 
ordinarily grace more expensive 
cigars. On Labor Day, big copy told 
the outward-bound of the special 
tin of 25 Phillies and the pocket size 
package of 10 which will make the 
week-end more pleasant. For Christ- 
mas, Bayuk went in for a striking 
wrapper printed in nine colors and 
silver. 


Ivey & Ellington is the Bayuk 


agency. 


—— 


Christmas Week 
Retail Linage 
Up 10.3 Per Cent 


Chicago, Dec. 30—For the week 
ended Dec. 24, retail advertising 
linage in 81 major cities reporting 
to the ADVERTISING AGE Index of Re- 
tail Activity was 10.3 per cent 
greater than during the corre- 
sponding week of last year. A por- 
tion of this gain may be attributed 
to the rising level of retail buying, 
but most of it is due to the fact 
that Christmas fell on Saturday last 
year, cutting one shopping day out 
of the week. 

A total of 24,260,943 lines of re- 
tail display were placed in the 
newspapers of Index cities during 
the week, a gain of 2,266,816 lines 
from the 21,994,127 last year. 

The linage gain for Christmas 
week reduced the loss for the entire 
year to date to 9.9 per cent, with 
total retail volume for 1938 aggre- 
gating 991,120,288 lines, compared 
with 1,099,963,822 lines last year. 

The net change in retail linage 
for each week this year, as com- 


pared with 1937, is shown in the 
following table: 

nr OS teueseateuas caw tes ~ 0.8 
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Index of Retail Activity in 81 Important 


Markets 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1938, by Advertising Publications, Inc.) 
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% Gain % Gain 
52-Week 52-Week 52-Week or Loss or Loss 
Period Period Period 1938 1938 Week Week Gair 
Ended Ended Ended over over Ended Ended or . 
City Dec. 26, 1936 Dec. 25,1937 Dec. 24, 1938 1936 1937 Dec. 25, 1937 Dec. 24, 1938 Loss % , 
CREE, hs nsncdeaue 17,366,157 17,074,315 11,902,666 —315 —30.3 324,450 250,558 —228 = 
BIOOGRE, Bis wccciaces 6,694,596 7,011,438 5,552,804 —17.1 —20.8 128,765 139,384 + 8.2 sp 
BSTOOGR., GE c.ccccaces 15,911,618 16,563,460 16,905,420 + 6.2 +2.1 364,000 484,638 + 33.1 ] 
Baltimore, Md. ....... 23,561,107 24,032,878 22,614,673 —4.0 —5.9 477,226 529,551 +10.9 la 
Birmingham, Ala. .... 12,397,142 13,248,242 12,937,820 +4.4 —2.4 259,322 303,394 +179 . 
Boston, Mass. eoes 21,927,639 21,336,352 20,886,271 —4.8 —2.1 390,681 542,385 +38.8 
Bridgeport, Conn, .... 9,826,696 10,390,112 9,431,904 —4.0 —9.2 242,148 262,948 +86 
TOUIAIO, FE, Becccoseces 18,291,752 19,728,896 16,892,184 —7.7 —14.4 396,620 435,680 +9.83 @ er 
ee ee eae 4,284,534 4,277,968 4,081,827 —4.7 —4.6 84,578 97,232 +149 Bi la 
Cedar Rapids, Ia..... 5,242,804 5,329,598 4,909,198 —~4 —7.9 107,780 127,134 +179 Be 4) 
Charleston, W. Va..... 11,099,309 12,221,377 11,274,382 +1.6 —7.8 362,369 318,864 —12.0 
Chattanooga, Tenn..... 6,824,642 6,431,008 6,501,152 —4.8 +1.1 126,140 167,228 + 32.6 of 
Chicago, Tl, .ccccccce 31,909,927 34,033,975 21,542,500 —0.8 —7.3 630,273 733,280 +16.3 od 
Cincinnati, O. ........ 17,614,460 18,341,855 16,161,234 —§.3  -—=11.9 351,766 405,382 +15.2 lat 
CROVOIBRGE, Gi cecesees 20,902,905 22,233,568 18,267,007 —12.6 —17.9 408,488 445,810 +91 lo’ 
COMMMDES, GC. ccccccccs  cvcesees sen4nsae 4. sésen00% ee wee 332,246 404,342 + 21.7 
POE, TOM. scecccces 21,080,369 22,677,647 21,613,360 +2.5 —4.7 564,983 624,900 + 10.6 he 
Davenport, Ia. ....... 9,218,382 10,550,824 9,672,706 +4.9 —8.3 175,336 214,558 + 22.4 un 
DAVtOR, Ge. cececseces 14,818,924 16,148,160 13,679,468 —7.7 —15.3 304,290 370,344 +21.7 : 
Denver, Cole. ..00cces 10,480,248 10,844,330 8,396,970 —20.6 —22.6 206,730 156,626 —24.2 “ dif 
Des Moines, Ia........ 6,672,903 6,804,499 6,587,985 —1.3 —3.2 143,713 152,031 +58 4 to 
Detroit, Mich. ........ 22,910,336 23,356,465 18,918,479 —17.4 —19.0 413,828 459,175 +10.9 Be Th 
a ee, “Mcsacééaes 46000305 jj c6063080 j. |. 3ba0cs440 rr oan 221,809 288,480 +30.1 BP ha 
MPEG, Ble cacoccececes 7,866,162 9,657,652 9,136,816 +16.2 —5.4 217,252 208,432 —4,1 J , 
Evansville, Ind. ...... 13,574,596 13,424,069 12,705,810 —6.4 —5.4 310,212 320,684 +3.4 9 ac 
Fall River, Mass...... 3,555,101 3,554,226 3,358,045 —5.6 —5.5 62,497 95,021 + 52.0 Aon 
J ee 9,471,611 9,564,520 7,661,766 —19.1 —19.9 182,784 178,178 —2.5 po! 
Fort Wayne, Ind...... 12,039,426 12,257,925 11,011,693 —8.5 —10.2 236,096 236,992 +0.4 inc 
GOry, TRB. soccceseses 6,602,442 7,354,703 5,802,530 —12.1 —21.1 156,531 165,547 + 5.8 of 
Grand Rapids, Mich.... 10,065,188 10,848,664 9,020,154 —10.4 —16.9 184,982 209,776 +13.4 nee 
Greenville, S. C....... 6,376,397 7,097,159 6,882,590 +7.9 —3.0 201,838 209,857 + 3.9 y 
Renee, TEE. seccescs 15,411,668 17,107,314 17,207,180 +11.7 +0.6 399,588 454,398 +13.7 
Indianapolis, Ind. ..... 18,884,664 19,497,595 16,743,922 —11.3 —14.1 385,966 412,706 +6.9 4 
Jacksonville, Fla. .... 8,966,687 9,620,590 9,235,078 +3.0 —4.0 235,592 257,082 +91 } 
Jersey City, N. J...... 2,486,681 2,435,958 2,170,022 —12.7 —10.9 61,183 61,562 +0.6 ula 
Kansas City, Kans..... 2,638,524 2,857,714 2,880,171 +9.2 +0.9 78,666 69,356 —11.8 403 
Knoxville, Tenn. ..... 10,247,699 11,296,808 10,481,737 +2.3 —7.2 274,988 277,144 +0.8 - 
Little Rock, Ark...... 9,753,595 9,807,574 9,501,822 —2.6 —3.1 196,294 188,944 —3.8 f} 
Bee BMG, GRlsscesee cescevncs 26,380,529 24,233,314 jos —8.1 406,101 498,937 + 22.9 by 
REGEN Bis 09066066 se teonsae 16,609,356 14,649,707 oes —11.8 319,753 362,390 +13 pri 
Lynn, Mass. ......... 10,418,268 10,065,664 8,235,190 —20.9 —18.2 181,874 225,246 +238 The 
Manchester, N. H..... 3,647,839 3,950,971 3,790,932 +3.9 —4.1 93,439 93,150 —0.3 des 
Memphis, Tenn. ...... 12,003,254 12,676,890 11,945,333 —0.5 —5.8 282,478 311,543 +10.3 
Milwaukee, Wis. ..... 16,566,210 18,966,855 15,832,672 —4.4 —16.5 417,327 376,130 —9.9 ties 
Minneapolis, Minn. .... 15,716,429 15,161,924 13,937,031 —11.3 —8.1 290,498 307,311 +5.8 ind 
Moline-Rock Island.... 8,879,270 9,460,533 8,670,200 —2.4 —8.4 158,802 163,758 +3.1 iut 
New Bedford, Mass... 3,512,962 3,532,844 3,255,098 7.4 —7.9 91,896 89,474 —2.6 fail 
New Haven, Conn..... 9,380,350 9,743,950 9,338,770 —0.5 —4.2 216,636 204,918 —B5.4 tic 
New Orleans, La...... 20,650,900 21,117,031 19,839,524 —3.9 —6.1 422,588 430,257 +1.8 ior 
tNew York, N. Y...... 69,220,785 68,305,601 62,047,461 —10.4 —9.2 1,192,910 1,325,197 +11.1 Oo ¢ 
tBrooklyn, N. Y....... 7,433,803 6,237,217 4,889,024 —34.2 —21.6 70,493 78,962 +12.1 
Norfolk, Va. ........-. 10,033,186 9,937,202 9,722,482 —$.1 —2.2 219,296 258,706 +17.5 me 
OBRIRG, CAL. cccccecs 8,089,052 8,131,881 7,766,792 —4.0 —4.5 128,863 169,966 +319 nar 
Oklahoma City, Okla... 11,757,435 13,023,990 12,073,410 +2.7 —7.3 263,424 255,962 —2.8 
SS errors 11,738,663 12,235,213 10,748,877 —9.3 —12.2 214,865 257,607 +19. oe 
Philadelphia, Pa, ..... 30,669,053 31,528,483 28,076,899 —8.5 —10.9 586,881 664,697 +13.3 403 
Phoeniz, AFig. .ccccee 7,795,620 7,806,246 7,997,344 + 2.6 +2.4 177,506 179,186 +0.9 ngl 
Pittsburgh, Pa. ...... 24,566,010 25,915,540 20,586,678 —16.2 —20.6 416,290 456,050 + 9.6 app 
Portiand, OTe. ....60> 12,705,429 13,172,462 12,056,984 —5.1 —8.5 226,618 247,282 +9.1 exe! 
ttProvidence, R. I..... 14,044,050 14,408,699 11,073,690 —21.2 —23.1 231,697 269,775 + 16.4 " 
BOGRGINE, FO. cccccces 10,129,816 11,326,458 9,951,829 —1.8 —12.1 214,214 250,502 +16.9 08 © 7 
Richmond, Va. ....... 14,016,980 13,819,176 12,657,148 —9.7 —8.4 292,754 300,846 +25 prac 
§Rochester, N. Y....... 19,400,832 18,072,694 15,193,526 —21.7 —15.9 312,157 373,668 +19.1 ] 
Sacramento, Cal. ...... 9,173,640 8,939,987 8,226,727 —10.3 Tt 153,202 163,128 +6.5 ‘ 
San Antonio, Tex... 6,828,892 6,717,898 6,697,849 —1.9 —0.3 125,624 142,335 +135 rac 
San Diego, Cal........ 14,825,950 14,486,964 13,238,534 —10.7 —8.6 295,960 310,856 + 5.0 ed 
San Francisco, Cal..... 16,269,835 16,828,868 15,569,011 —4.3 —7.5 268,441 318,790 +18. 
Seattle, Wash, ....... 10,369,994 10,552,052 10,210,551 —1.5 —3.2 172,788 194,320 +12 5 ict 
South Bend, Ind...... 9,409,917 9,646,831 7,406,707 —21.3 —23.2 155,676 174,223 +1198 to t 
Spokane, Wash. ..... 7,804,633 8,002,624 7,483,616 —4.1 —6.5 154,616 147,196 —4,i E food 
ee” ree 19,249,045 19,990,595 18,278,760 —5.1 —8.6 328,635 377,535 +14 oy), 
Be. POW, BBs csc ccce 13,543,832 12,716,816 11,488,911 —15.2 —9.7 243,319 255,775 +5.) ced 
BYPACUSE, Bis. Zescccces 12,567,753 12,236,924 11,227,643 —10.7 —8.3 195,984 238,105 +213 : 
*Tacoma, Wash, ..... 6,621,707 6,519,058 6,175,652 —6.6 —5.3 122,290 105,364 —13.! ont 
Tape, Wiss. osscccces 6,259,671 6,533,804 6,434,734 +2.8 —1.5 167,342 197,932 +18 { the ; 
Toronto, Ont., Can..... 21,406,343 20,151,151 18,212,331 —14.9 —9.6 373,384 404,045 +8.) “HN 
(a a) errr re 4,247,222 4,483,689 4,237,086 —0.2 —5.5 95,676 95,690 wees : pack 
Tare. Ve acessaves 10,559,807 10,250,538 9,507,600 —9.9 —7.3 246,582 232,848 —5.F : 
Washington, D. C..... 39,960,930 39,126,166 36,539,391 —8.6 —6.6 $28,200 940,646 +134) quir 
Worcester, Mass, ..... 12,534,944 12,886,021 11,494,412 —8.3 —10.8 251,174 267,930 +6. B 
Youngstown, O. ...... 9,457,855 9,286,989 7,591,502 —19.7 —18.3 183,964 183,102 ah dear 
——_—_—_—_—— —_— — — the | 
:..  Serevrrrrer. 1,030,645,056 1,099,963,822 991,120,288 —7.6 —9.9 21,994,127 24,260,943 +10 tion 
{Akron Times-Press discontinued Aug. 28, 1938. we posa 
tNew York American discontinued June 24, 1937. a cons 
tBrooklyn Times-Union discontinued June 8, 1937. Me parti 
§Journal and Sunday American discontinued June 8, 1937. wha 
*Daily Ledger discontinued June 23, 1937. mae COME 
ttProvidence Tribune discontinued May 1, 1938. : onte 
McLatchie Heads Insurance Publisher Be emp 
Agate Club Dies in Florida Bap 
John McLatchie, Chicago manager | Edward J. Wohlegemuth, 63, pres} 
of Time, was elected president of|dent of the National Underwrite’ ET 


the Agate Club of Chicago at the 
annual meeting Dec. 29. Mr. Mc- 
Latchie, who served as secretary in 
1938, succeeds Thurlow Brewer, of 
The New Yorker, as president. 
Other new officers are: Vice- 
president, G. D. Crain, Jr., ADVER- 
TISING AGE; secretary, Roy C. Hus- 
bands, Woman’s Home Companion; 
treasurer, John W. Bannister, Cap- 
per Publications; assistant secretary, 
George Hadlock, Parents’ Magazine. 


Carnow Leaves Columbia 


Howard N. Carnow has resigned 
from Columbia Pictures Corporation, 
New York, to take over the adver- 
tising, promotion and publicity de- 
partments of Radio Attractions Inc., 
New York. 


Moves Toronto Office 


The Toronto office of Lord & 
Thomas has been moved into larger 
quarters at 19 Richmond street W. 


We 


Chicago weekly, died at Pont) , 
Vedra, Fla., Dec. 29, after a two] Bs . 
years’ illness. Mr. Wohlgemul™ 
founded the Ohio Underwriter 03% 
1897, the name being changed “BR * 
Western Underwriter in 1899, ane Rie Perta 
National Underwriter in 1922. Beg wer 
was an authority on the life °B ti 

Stephen Collins Foster, composer Wall 


Price’s New Post tu 

William Price has joined Ausp!* 
and Lee, Chicago agency, as dire 
tor of production. He has been! 
the Chicago agency field for » 
years. 


An Asset to the Graphic Arts 
Professions-Nationally Used 

3 Grades - Light-Medium and 
Heavy-$2% Per Gal Post Paid’ 
SS RUBGER CEMENT € 
3436 NO. HALSTED ST. 
CHICAGO. Itt 
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Wallace Modifies 
> Label Layout Plea, 
Rejects Others 


i (Continued from Page 1) 

Z lined to permit a change which 
would allow exemptions from the 
requirement that all the ingredients 
© .¢ fabricated foods be shown on 
labels in cases where these ingred- 
ents are changed frequently. 

The plea for more elastic consid- 
’ eration of small packages in the 
© jabeling requirements of the act was 
also rejected by the Secretary. 

In announcing the promulgation 
of the new, and now Official regu- 
latiens, the Secretary issued the fol- 
lowing statement: 

“Objection was registered at the 
hearing to the proposed regulation 
under Section 201 (n), relating to 
differences of opinion with respect 
to the truth of label representations. 
The regulation under this section 
has been rewritten so as to express 
accurately the interpretations 
ascribed to this section by the re- 
port of the Committee on Interstate 
| and Foreign Commerce of the House 
| of Representatives, in which the 
» section originated. 


Modifies Layout Rule 


“Protests were also made on reg- 
ulations proposed under Sections 
103 (f), 502 (c) and 602 (c), spe- 
cifying that information required 
by the statute be placed on the 
principal part or panel of the label. 
The revision of these regulations is 
designed to meet practical difficul- 
ties expressed by spokesmen for the 

| industries. But it is not intended to 

} authorize labels which in any way 
fail to make the required informa- 
tion immediately and fully available 
to consumers. 

“Objection was made by some 
members of food industries to the 
narrowness of exemptions carried 
in the regulations under Section 
403 (1). This section requires that 
ingredients of fabricated foods shall 
appear on the label, but directs that 
exemptions shall be prescribed by 

)} regulation where compliance is im- 
' practicable. 

“It was urged at the hearing that 
the department recognize as im- 
practicable label disclosure of in- 
gredients which because of price 

} \uctuations, are changed from time 
Hto time in the manufacture of the 
; food product. In my judgment the 

; evision recommended would ex- 
, 
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eed the regulation-making power 
onferred on me by this section of 
the act. 

“More libera! exemptions of small 
packages were urged from the re- 
juirements of Sections 403 (E), 502 

B) and 602 (B) that labels shall 
bear a statement of the quantity of 
the contents. Favorable considera- 
tion could not be given to such pro- 
posals in light of evidence from 
») consumer groups on the importance, 
particularly to those having low in- 
“comes, of label statements of net 
ontents on packages even smaller 
g than some of those for which the 
s Proposed regulations provided ex- 
fa emptions.” 
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s:| | LABELING RULES 
te) | SET DOWN BY WALLACE 


mnt Washington, D. C., Dec. 29.—The 
wt :* llowing excerpts from the regula- 
. fe “Ns for enforcement of the new 
| tim ‘deral food, drug and cosmetic act, 
ant Ee pertaining to labeling requirements, 


He B® Were published today by authoriza- 
> CR 4on of Secretary of Agriculture 


Wallace, in the Federal Register 
Captions designate section of the 
fan ct Under which the regulations are 
spit ® issued): 

ae Section 201 (M) 
- Ii Labeling includes all written, 
Mied, or graphic matter accom- 

tek 


ng an article at any time while 
4 
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such article is in interstate com- 
merce or held for sale after ship- 
ment or delivery in interstate com- 
merce. 

Section 201 (N) 


The existence of a difference of 
opinion, among experts qualified by 
scientific training and experience, as 
to the truth of a representation 
made or suggested in the labeling 
is a fact (among other facts) the 
failure to reveal which may render 
the labeling misleading, if there is 
a material weight of opinion con- 
trary to such representation. 


FOOD LABELING 
Section 403 (A) 


(a) Among representations in the 
labeling of a food which render such 
food misbranded is a false or mis- 
leading representation with respect 
to another food or a drug, device, or 
cosmetic. 

(b) The labeling of a food which 
contains two or more ingredients 
may be misleading by reason 
(among other reasons) of the desig- 
nation of such food in such label- 
ing by a name which includes or 
suggests the name of one or more 
but not all such ingredients, even 
though the names of all such in- 
gredients are stated elsewhere in the 
labeling. 

Section 403 (E) 


(a) If a food is not manufactured 
by the person whose name appears 
on the label, the name shall be 
qualified by a phrase which reveals 
the connection such person has with 
such food, such as “Manufactured 
for and Packed by ”, “Distri- 
buted by ”, or other similar 
phrase which expresses the facts. 

(b) The statement of the place of 
business shall include the street ad- 
dress, if any, of such place, unless 
such street address is shown in a 
current city directory or telephone 
directory. 

(c) If a person manufactures, 
packs, or distributes a food at a 
place other than his principal place 
of business, the label may state the 
principal place of business in lieu 
of the actual place where each pack- 
age of such food was manufactured 
or packed or is to be distributed, if 
such statement is not misleading in 
any particular. 

(d) The requirement that the la- 
bel shall contain the name and place 
of business of the manufacturer, 
packer, or distributor shall not 
be considered to relieve any food 
from the requirement that its label 
shall not be misleading in any par- 
ticular. 


Section 403 (F) 


(a) A word, statement, or other 
information required by or under 
authority of the Act to appear on 
the label may lack that prominence 
and conspicuousness required by 
section 403 (f) of the Act by rea- 
son (among other reasons) of— 

(1) the failure of such word, 
statement, or information to appear 
on the part or panel of the label 
which is presented or displayed un- 
der customary conditions of pur- 
chase; 

(2) the failure of such word, 
statement, or information to appear 
on two or more parts or panels of 
the label, each of which has suffici- 
ent space therefor, and each of 
which is so designed as to render 
it likely to be, under customary con- 
ditions of purchase, the part or 
panel displayed; 

(3) the failure of the label to ex- 
tend over the area of the container 
or package available for such ex- 
tension, so as to provide sufficient 
label space for the prominent plac- 


ing of such word, statement, or in- | 


formation; 

(4) insufficiency of label space 
(for the prominent placing of such 
word, statement, or information) re- 
sulting from the use of label space 
for any word, statement, design, or 
device which is not required by or 
under authority of the Act to appear 
on the label: 

(5) insufficiency of label space 
(for the prominent placing of such 
word, statement, or information) re- 
sulting from the use of label space 
to give materially greater conspicu- 
ousness to any other word, state- 
ment, or information, or to any de- 
sign or device; or 

(6) smallness or style of type in 
which such word, statement, or in- 


New Golf Ball Adds 
Zest for Dice Experts 


Elyria, O., Dec. 27.—It will be 
possible next spring for a dub 
golfer, playing in company of 
his peers, to approach the 
eighteenth green seven down 
and five bucks out and sstill 
wind up in the money. This 
was made known today as the 
Worthington Ball Company dis- 
closed its intention to make 
and advertise, in trade and 
consumer media, a new “dice 
ball.” This ball enables the 
golfer to battle the blind bogey 
of crap shooting as well as the 
usual hazards of the course. It 
bears six numbers, is counted 
by the one uppermost as it 
stops. With each player using 
variously colored balls, several 
types of dice games are possi- 
ble. Griswold-Eshleman Com- 
pany, Cleveland, is the agency 
in charge of the campaign. 


formation appears, insufficient back- 
ground contrast, obscuring designs 
or vignettes, or crowding with other 
written, printed, or graphic matter. 

(b) No exemption depending on 
insufficiency of label space, as pre- 
scribed in regulations promulgated 
under section 403 (e) or (i) of the 


Act, shall apply if such insufficiency 
is caused by— 


(1) the use of label space for any 
word, statement, design, or device 
which is not required by or under 
authority of the Act to appear on 
the label; 


(2) the use of label space to give 
greater conspicuousness to any 
word, statement, or other informa- 
tion than is required by section 403 
(f) of the Act; or 


(3) the use of label space for any 
representation in a foreign lan- 
guage. 

(c) (1) All words, statements, 
and other information required by 
or under authority of the Act to ap- 
pear on the label or labeling shall 
appear thereon in the English lan- 
guage. 

(2) If the label contains any rep- 
resentation in a foreign language, 
all words, statements, and other in- 
formation required by or under au- 
thority of the Act to appear on the 
label shall appear thereon in the 
foreign language. 

(3) If the labeling contains any 
representation in a foreign lan- 
guage, all words, statements, and 
other information required by or 
under authority of the Act to ap- 
pear on the label or labeling shall 
appear on the labeling in the for- 
eign language. 


The Knack 
of Selling Yourself 


Keeping yourself in the spotlight 


Put up a front—and get away with it 
Quick approach to writing effectively 
The richness you are going to deliver 


Creating an illusion of super-ability 
Learning to speak correctly 


Be egotistic—and make them like it 


The secret of being a good mixer 


How to get people to help you 


Are You Interested in... 


How to stay young the rest of your life 
Eight tips for successful public speaking 


Eleven ways to be an enthusiastic person 
Speak up for yourself!—no one else will 
Exercises in creation, invention, production 


How to develop a personality that click 


Approach—the art of making contacts 
Letters that uncover a world of friends 


Guts—how to carry a punch and use it 
When “ignorant nerve” comes in handy 
Compiling lists of worth-while connection 


Are you getting ahead 
rapidly as you should? 


“breaks” in business ? 
plain luck? 


No. It’s because these “lucky” 
most 
secret of personal 
success — the knack of selling 


people have learned the 
important 


themselves. 
You can’t sell 


better mousetrap than 
neighbor. 


world about 


as rapidly as you should 


yourself. 


as 
Why do 
some of your friends and ac- 
quaintances, with no more abil- 
ity than you, seem to get all the 
Is it just 


merchandise 
these days just by building a 
your 
You've got to tell the 
that mousetrap. 
And neither can you get ahead 
by 
patiently waiting for a break. 
You’ve got to make the breaks 
yourself — you've got to sell 


Section 403 (I) 

(a) The name of an ingredient 
(except a spice, flavoring, or color- 
ing which is an ingredient of a food 
other than one sold as a spice, flavor- 
ing, or coloring), required by sec- 
tion 403 (i) (2) of the Act to be 
borne on the label of a food, shall 
be a specific name and not a collec- 
tive name. But if an ingredient 
(which itself contains two or more 
ingredients) conforms to a definition 
and standards of identity prescribed 
by regulations under section 401 of 
the Act, such ingredient may be 
designated on the label of such food 
by the name specified in the defini- 
tion and standard, supplemented, in 
case such regulations require the 
naming of optional ingredients pres- 
ent in such ingredient, by a state- 
ment showing the optional ingredi- 
ents which are present in such in- 
gredient. 

(b) No ingredient shall be desig- 
nated on the label as a spice, flavor- 
ing, or coloring unless it is a spice, 
flavoring, or coloring, as the case may 
be, within the meaning of such term 
as commonly understood by con- 
sumers. The term “coloring” shall 
not include any bleaching sub- 
stance. 

(c) An ingredient .which is both 
a spice and a coloring, or both a 
flavoring and a coloring, shall be 

(Continued on Page 26) 


they face—the knack of selling 
themselves. 


Not Just Why—But How 


There are no sacred cows in 
this book. The author rips the 
veil off all the old-fashioned 
copy book maxims for success. 


The price you put on your own head 

Eight main ways of selling yourself 

Developing a natural front 

The value of making yourself a nuisance 

How to get people to like you a lot 

Think straight—the basic rules of logic 

When to use “high pressure” tactics 

Getting others involved in your projects 

Making people do what you want them 
to do 

The invisible art of suggestion 

That air of assurance—how to cultivate 

Calling people by their first names 

Marks of a high-keyed expensive employee 

Putting pep into your get-ahead plan 

n opportunism 

Playing politics—the democratic attitude 

Be consistently selfish—it pays dividend: 

Close range study of ‘big-shots” 

Making 100 important contacts in a year 

How to cultivate a radical streak that pay: 

Why wait for dead men’s shoes? 

When to go over the other man’s head 

Simple practices in courtesy that pay 
dividends 

How to overcome fear in all its form 

Keeping up with old friendships 

Making friends with the secretary 

Twenty ways to acquire a very good 
memory 

Making yourself indispensable to the boss 

Ways in which you CAN'T persuade 
people 

Boiling it all down to a formula that will 
work for you and help you to sell 
yourself 


... aren't those the things you would 
like to know about? They are all in 
this new, different book! 


Daring New Book Tells You How 


And now a sensational, dar- 
ing new book brings you the 
answer to this vitally important 
problem of selling yourself. 
Written by James T. Mangan, 
advertising manager of Mills 
Novelty Company and interna- 
tionally known business psy- 
chologist, “The Knack of Selling 
Yourself” tears the lid off that 
great delusion that “merit sells 
itself.” He shows how the peo- 
ple who get the big money and 
the promotions are those who 
know how to put themselves 
over with the boss or with the 
buyer. He shows how little real 
ability counts if it isn’t sold 
right. 

“The Knack of Selling Your- 
self” is not a success book. It 
isn’t filled with platitudes by or 
about men who have already 
arrived. It’s a book for ordinary 
folks about the biggest problem 


And he not only tells you WHY 
you must sell yourself, but 
HOW. He gives you an exten- 
sive set of exercises, practices, 
routines, practical hints, helps 
and suggestions on simple things 
to do. 

No previous book has taken 
up this primary human problem 
in such extensive detail. It 
charts a practical course for 
every man and woman who has 
latent ability and wants to mar- 
ket that ability at the highest 
price. It presents the practical 
“Get There” system of life as 
opposed to the theoretical copy 
book system which usually 
leaves us where we started. 


Make the “Breaks” for Yourself 


Don’t wait for the breaks to 
come your way any longer. Make 
use of this entrancing, practical 
guide which will enable you to 
make your own breaks. Send 
back the coupon today. 
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100 E. Ohio St., Chicago i 
I Send me, postpaid, my copy of “The Knack of Selling 
! Yourself,” by James T. Mangan. I enclose $2.50 in full " 
! payment. ! 
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Official Text of 
New Federal 
Label Regulations 


(Continued from Page 25) 
designated as spice and coloring, or 
flavoring and coloring, as the case 
may be, unless such ingredient is 
designated by its specific name. 

(d) A label may be misleading 
by reason (among other reasons) 
of— 

(1) the order in which the names 
of ingredients appear thereon, or the 
relative prominence otherwise given 
such names; or 

(2) its failure to reveal the pro- 
portion of, or other fact with respect 
to, an ingredient, when such pro- 
portion or other fact is material] in 
the light of the representation that 
such ingredient was used in fabri- 
cating the food. 

(e) (1) A food shall be exempt 
from the requirements of clause (2) 
of section 403 (i) of the Act if all 
words, statements, and other infor- 
mation required by or under au- 
thority of the Act to appear on the 
label of such food, cannot, because 
of insufficient label space, be so 
placed on the label as to comply 
with the requirements of section 403 
(f) of the Act and regulations 
promulgated thereunder. But such 
exemption shall be on the condition 
that, if the omission from the label 
of the statement of the quantity of 
the contents affords sufficient space 
to state legibly thereon all the in- 
formation required by such clause 
(2), such statement of the quantity 
of the contents shall be omitted as 
authorized by regulation (m) (2) 
under section 403 (e) of the Act, 
and the information required by 
such clause (2) shall be so stated as 
prominently as practicable even 
though the statement is not of such 
conspicuousness as to render it 
likely to be read by the ordinary in- 
dividual under customary conditions 
of purchase. 


Lists Exemptions 


(2) In the case of an assortment 
of different items of food, when 
variations in the items which make 
up different packages packed from 
such assortment normally occur in 
good packing practice, and when 
such variations result in variations 
in the ingredients in different pack- 
ages, such food shall be exempt 
from compliance with the require- 
ments of clause (2) of section 403 
(i) of the Act with respect to any 
ingredient which is not common to 
all packages. But such exemption 
shall be on the condition that the 
label shall bear, in conjunction with 
the names of such ingredients as are 
common to all packages, a statement 
in terms which are as informative 
as practicable and which are not 
misleading, indicating that other in- 
gredients may be present. 
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. if you want to do a — volume of 
business and protect what you now 
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DRUG LABELING 
Section 501 (B) 


(a) The name by which a drug 
is designated shall be clearly dis- 
tinguishing and differentiating from 
any name recognized in an official 
compendium unless such drug com- 
plies in identity with the identity 
prescribed in an official compendium 
under such recognized name. 

(c) A statement that a drug de- 
fined in an official compendium dif- 
fers in strength, quality, or purity 
from the standard of strength, qual- 
ity, or purity set forth for such 
drug in an official compendium shall 
show all the respects in which such 
drug so differs, and the extent of 
each such difference. 


Section 502 (A) 


(a) Among representations in the 
labeling of a drug or device which 
render such drug or device mis- 
branded is a false or misleading rep- 
resentation with respect to another 
drug or device or a food or cos- 
metic. 

(b) The labeling of a drug which 
contains two or more ingredients 
may be misleading by reason 
(among other reasons) of the desig- 
nation of such drug in such label- 
ing by a name which includes or 
suggests the name of one or more 
but not all such ingredients, even 
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The coal industry of Utah tells in simple terms the relationship between the 
welfare of merchants in that state and the maintenance of purchasing power 
through permanent a st for miners. 


Copy appears in Utah newspapers. 


' 
though the names of all such in- 


gredients are stated elsewhere in 


the labeling. 
Section 502 (B) 


(a) If a drug or device is not 
manufactured by the person whose 
name appears on the label, the 
name shall be qualified by a phrase 
which reveals the connection such 
person has with such drug or de- 
vice, such as “Manufactured for and 
Packed by ——--—-—,” “Distributed 
by ———,” or other similar 
phrase which expresses the facts. 

(b) The statement of the place 
of business shall include the street 
address, if any, of such place, un- 
less such street address is shown in 
a current city directory or telephone 
directory. 

(c) Where a person manufac- 
tures, packs, or distributes a drug 
or device at a place other than his 
principal place of business, the la- 
bel may state the principal place 
of business in lieu of the actual 
place where each package of such 
drug or device was manufactured or 
packed or is to be distributed, if 
such statement is not misleading in 
any particular. 

(d) The requirement that the la- 
bel shall contain the name and 
place of business of the manufac- 
turer, packer, or distributor shall 
not be considered to relieve any 
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drug or device from the require- 
ment that its label shall not be mis- 
leading in any particular. 


Section 502 (C) 


(a) A word, statement, or other 
information required by or under 
authority of the Act to appear on 
the label may lack that prominence 
and conspicuousness required by 
section 502 (c) of the Act by reason 
(among other reasons) of— 

(1) the failure of such word, 
statement, or information to appear 
on the part or panel of the label 
which is presented or displayed un- 
der customary conditions of pur- 
chase; 

(2) the failure of such word, 
statement, or information to appear 
on two or more parts or panels of 
the label, each of which has suffi- 
cient space therefor, and each of 
which is so designed as to render 
it likely to be, under customary con- 
ditions of purchase, the part or 
panel displayed; 

(3) the failure of the label to ex- 
tend over the area of the container 
or package available for such ex- 
tension, so as to provide sufficient 
label space for the prominent plac- 
ing of such word, statement, or in- 
formation; 

(4) insufficiency of label space 
(for the prominent placing of such 
word, statement, or information) re- 
sulting from the use of label space 
for any word, statement, design, or 
device which is not required by or 
under authority of the Act to ap- 
pear on the label; 

(5) insufficiency of label space 
(for the prominent placing of such 
word, statement, or information) re- 
sulting from the use of label space 
to give materially greater conspicu- 
ousness to any other word, state- 
ment, or information, or to any de- 
sign or device; or 

(6) smallness or style of type in 
which such word, statement, or in- 
formation appears, insufficient back- 
ground contrast, obscuring designs 
or vignettes, or crowding with other 
written, printed, or graphic matter. 

(b) No exemption depending on 
insufficiency of label space, as pre- 
scribed in regulations promulgated 
under section 502 (b) or (c) of the 
Act, shall apply if such insufficiency 
is caused by— 

(1) the use of label space for any 
word, statement, design, or device 
which is not required by or under 
authority of the Act to appear on 
the label; 

(2) the use of label space to give 
greater conspicuousness to any 
word, statement, or other informa- 
tion than is required by section 502 
(c) of the Act; or 

(3) the use of label space for any 


representation in a foreign lan- 
guage. 
(c) (1) All words, statements, 


and other information required by 
or under authority of the Act to ap- 
pear on the label or labeling shall 
appear thereon in the English lan- 
uage. 

(2) If the label contains any rep- 
resentation in a foreign language, 
all words, statements, and their in- 
formation required by or under au- 
thority of the Act to appear on the 
label shall appear thereon in the 
foreign language. 

Section 602 (A) 


(a) Among representations in the 
labeling of a cosmetic which ren- 
der such cosmetic misbranded is a 
false or misleading representation 
with respect to another cosmetic or 
a food, drug, or device. 

(b) The labeling of a cosmetic 
which contains two or more ingredi- 
ents may be misleading by reason 
(among other reasons) of the desig- 
nation of such cosmetic in such la- 
beling by a name which includes or 
suggests the name of one or more 
but not all such ingredients, even 
though the names of all such ingre- 
dients are stated elsewhere in the 
labeling. 

Section 602 (B) 


(a) If a cosmetic is not manufac- 
tured by the person whose name ap- 
pears on the label, the name shall 
be qualified by a phrase which re- 
veals the connection such person 
has with such cosmetic, such as 
“Manufactured for and Packed by 
»”’ “Distributed by 
other similar phrase which ex- 
presses the facts. 

(b) The statement of the place 


a 


of business shall include the street 
address, if any of such place, unless 
such street address is shown in a 
current city directory or telephone 
directory. 

(c) Where a person manufactures, 
packs, or distributes a cosmetic at a 
place other than his principal place 
of business, the label may state the 
principal place of business in lieu of 
the actual place where each package 
of such cosmetic was manufac- 
tured or packed or is to be distribu- 
ted, if such statement is not mis- 
leading in any particular. 

(d) The requirement that the la- 
bel shall contain the name and pkce 
of business of the manufacturer, 
packer, or distributor shall not be 
considered to relieve any cosmetic 
from the requirement that its labe} 
shall not be misleading in any par- 
ticular. 

(e) (1) The statement of the 
quantity of the contents shall reveal 
the quantity of cosmetic in the 
package, exclusive of wrappers and 
other material packed with such 
cosmetic. 

(2) The statement shall be ex- 
pressed in the terms of weight, 
measure, numerical count, or a com- 
bination of numerical ceunt and 
weight or measure, which are gen- 
erally used by consumers to express 
quantity of such cosmetic and which 
give accurate information as to the 
quantity thereof. But if no general 
consumer usage in expressing accu- 
rate information as to the quantity 
of such cosmetic exists, the state- 
ment shall be in terms of liquid 
measure if the cosmetic is liquid, or 
in terms of weight if the cosmetic 
is solid, semisolid, or viscous, or in 
such terms of numerical count, or 
numerical count and weight or 


"ot pa 


measure, as will give accurate in- © 


formation as to the quantity of the 
cosmetic in the package. 


COSMETIC LABELING 
Section 602 (C) 


(a) A word, statement, or other 
information required by or under 
authority of the Act to appear on 
the label may lack that prominence 
and conspicuousness required by 
section 602 (c) of the Act by rea- 
son (among other reasons) of— 

(1) the failure of such word, 
statement, or information to appear 


on the part or panel of the label | 


which is presented or displayed un- 
der customary conditions of pur- 
chase; 

(2) the failure of such word, 
statement, or information to appear 
on two or more parts or panels of 
the label, each of which has suffici- 
ent space therefor, and each of 
which is so designed as to render 
it likely to be, under customary 
conditions of purchase, the part or 
panel displayed; 

(3) the failure of the label to ex- 
tend over the area of the container 
or package available for such ex- 
tension, so as to provide sufficient 
label space for the prominent plac- 
ing of such word, statement, or in- 
formation; 

(4) insufficiency of label space 
(for the prominent placing of such 
word, statement, or information) re- 
sulting from the use of label space 
for any word, statement, design, or 
device which is not required by or 
under authority of the Act to appear 
on the label; 

(5) insufficiency of label space 
(for the prominent placing of such 
word, statement, or information) re- 
sulting from the use of label space 
to give materially greater conspicu- 
ousness to any other word, state 
ment, or information, or to any de- 
sign or device; or 

(6) smallness or style of type 
in which such word, statement, of 
information, appears insufficient 
background contrast, obscuring de 
signs or vignettes, or crowding witb 
other written, printed, or graphic 
matter. 

(b) (1) All words, statements 
and other information required bY 
or under authority of the Act to ap 
pear on the label or labeling shal 
appear thereon in the English lam 
guage. 

(2) If the label contains any reP- 
resentation in a foreign language, 
words, statements, and other infor 
mation required by or under a™ 
thority of the Act to appear on te 
label shall appear thereon in ‘ 


foreign language. 
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|PHOTOGRAPHIC prmoncn, stoss ro: ovaring coms 
REVIEW OF it 
THE WEEK 


FOUR POINTS IN HER FAVOR 


‘ 


Figure Glamour 
stepped-up 


James R. Young, former Tokyo news cor- 
respondent, who disclosed interesting 
sidelights on the problems faced by ad- 
vertisers in Japan. (Story on Page 19.) 


The advertising club of Springfield, Mass., has established an annual award to be 
presented to the immediate past president and member who has done most for the 
ADOPTS SALES SLANT organization. Initial recipients are shown here accepting the citations. Left to 


right: Jerome Young, past president, advertising manager, Monarch Life Insur- 
ance Company; Archibald H. Matthews, financial advertising manaaer, Spring- 

Pe 2 field Newspapers; and John R. Whitney, chairman of the awards committee. 
Be 7 SECOND Nes The citation has been designated the Pynchon award, in honor of the city's founder. 


MYST ERY DISPLAY UNIT PRESENTS FAMILY OF PRODUCTS 
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creations approved by Schiaparelli 


: 
“ » * 
HOW DOES AGNES EVER . 


_ SATISFY HER CHILDREN © 

« a Baldwin Laboratories, Saegertown, Pa., dramatizes an entire line of affiliated 
BETWEEN —e products by means of this new counter display. The unit was designed by Russell 
é WITHOUT SPOILING Adam, art director for the Yount Company, Erie, which handles the account. 


Fad Mr. Adam also designed the packages. 
THEIR APPETITES 7?" 
———— HAILS VITAMIN CONTENT IN BEER 
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ar This glamorous figure will key 1939 advertising by the Formfit Company. Style 

of experts confirm the fact thet the damsel possesses the four vital elements which, 
in an earlier era, constituted “it.” (Details on Page 6.) 
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NOVEL NOTE IN NEW YEAR GREETINGS 
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“4 [2 Gorilains WWTAMINS 8 ancl C CENTLIVRE BPEWING CORPORATION, FORT WAYNE, INDIANA a 
au- mnSt'sT ON THE BEER THWRTOHMS EVERY THIO 
» the 
, the tte P , : Newspaper copy sponsored by Centlivre Brewing Company, Fort Wayne, Ind., ‘ 
vorng hy the conventional New Year salutation extended by many business con- Beech-Nut Packing Corporation departs announces the advent of a process that retains original malt-yeast vitamins in 7 
which os Kuppenheimer & Co. made available to dealers this newspaper copy from the poster style of copy used in beer. Centlivre is a licensee of Rotary Extractor Corporation, New York, owner 
“" Struck @ novel note in dramatizing events that have occurred in "9" years. recent years. (Story on Page 2.) of the process. {Story on Page 7.) 
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